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f you are having trouble with corrosion and 

seepage, don’t overlook the high corrosion resis- 

tance of Wirz Wax-Lined Tubes. While they are not 
a cure-all, their advantages are so great they are well 
worth a test, especially where milk of magnesia is an 
ingredient. Since our first announcement that we were 
equipped to supply Wirz Wax-Lined Tubes, many manufac- 


turers have made tests and are now specifying Wirz Wax- 





Lined Tubes to protect product, package and good will. 


COLLAPSIBLE METAL TUBES A H W 1 B Z Ine METAL SPRINKLER TOPS 
® e * e HOUSEHOLD CAN SPOUTS 


LACQUER LININGS 
Established 1836 


PROTECTIVE WAX COATINGS CHESTER. PA 
” . 


NEW YORK, N. Y. CHICAGO, ILL. DANVILLE. CAL, MEMPHIS, TENN. HAVANA, CUBA 
30 E. 42nd Street 80 E. Jackson Blvd. A. G. Spilker Wurzburg Bros. Roberto Ortiz Planos 


AND APPLICATOR PIPES 





S and G De Pasquale 





GOLD ANCHOR BRAND 
LEMON, ORANGE AND BERGAMOT 





means—Sicily, the garden isle. 
And genius and experience in the hand-pressing method of citrus oil 


V- 
—— 
production means—S and G De Pasquale. 

Applying the Ungerer formula for quality (choice raw materials plus expert 


f BSOLUTELY ideal climatic conditions for the growth of choice citrus fruits 
¢ } 


ability), and in this case, you get Gold Anchor Citrus Oils. If you want to anchor 


to stability and quality, specify Gold Anchor Brand . s 
: Exclusive American Distributors 


Orange ... Lemon... Bergamot. 
Premium Quality Bergamot 40/42% G 5 RY 5 RY C () 
! 4 


—of especial value to perfumers! 
NV ) NY D 





This label is your guarantee 















SANDAL 


Distilled at Linden, New Jersey, U. S. A., by 


W. J. BUSH & CO. 


(INCORPORATED) 


from selected Mysore heartwood [Santalum Album Linné | 


NET WEIGHT 25 POUNDS 


Genuine Mysore Sandalwood Oil distilled from selected Mysore heart- | 
wood is recognized as the standard of quality by leading Perfumers the | 
world over. 


The delightful effect imparted by genuine Mysore oil cannot be satisfac- 
torily duplicated by natural or synthetic material from any source. 


(In original sealed and serially numbered containers only.) 


Sole Agent for the United States 
W. J. BUSH & CO., Inc., New York 


Sole Agents for Canada 
W. J. BUSH & CO. (Canada) Ltd., Montreal, Canada 


“YE Olpefte Sffence Diftillers 


W. J. BUSH « CO. 


INCORPORATED 
Essential Oils .. Aromatic Chemicals .. Natural Floral Products 
NEW YORK, N. Y. 


London Mitcham . Messina Grasse 





June, 1939 























GEORGE LUEDERS oo. 


427-429 WASHINGTON ST., NEW YORK 


factory: Brooklyn... branches: Chicago, San Francisco, Montreal, Mexico City 


Established 1885 





OUR SPECIALTIES 


* 
TONQUIN MUSK 


from CHINA 


CIVET SPECIAL 


from ETHIOPIA 





* 
Of our own manufacture 
OIL CARDAMON OIL PATCHOULY 
OIL CELERY OIL NUTMEG 
OIL CLOVES OIL OPOPONAX 
OIL CORIANDER OIL OLIBANUM 
OIL ORRIS CONCRETE OIL ORRIS LIQUID 
OIL SANDALWOCD 


L i N A L oO O L from Cayenne Rosewood 


from Brazilian Rosewood 










Sole Agents for 


CAMILLI, ALBERT & LALOUE 
GRASSE, FRANCE 


Manufacturers of the famous 


MAXIMAROMES 
The World’s Finest Natural Flower Essences . 


Puililishe mon Robbins Perfumer Company. Inx Publication office, Chestnut & 56th Sts., Philadelphia, Pa Editorial and Executive offices, 
cast 38th t New ri ubscripti rice $3.00 a yea S. A nd Canada; foreign $4.0 olume o. 6 E ya 
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HELFRICH Radiance Lipstick packs a 
sales punch that creates extra profits for 
you. Its super-lustre (regardless of shade ) 
immediately attracts women. Its lasting 
glow and silken smoothness hold them 
keep them coming back for more. 


Radiance Lipstick is non-greasy, non-toxic, 


We make private brands exclusively. 


‘ 


Repeatedly 





and does not dull or “sweat” with age or 
exposure. Like all HELFRICH exclu- 
sively private brand cosmetics, Radiance 
Lipstick is manufactured in conformance 
with the existing regulations of the Fed- 
eral Food, Drug, and Cosmetics Act. 
Write or wire today for samples. 


do not compete with those we serve. 


ACTS @ CREME ROUGE 


@ FACE POWDE! e COSMETIQUE 


HELFRICH Laboratories 


HELFRICH 
HELFRICH 


LABORATORIES ® 





June, 


564-570 West Monroe Street 
LABORATORIES of N.Y. Inc., 30 


HELFRICH LABORATORIES OF CANADA 


Chicago 
ean eal St., New York 
Ltd., 690 King Street West, Toronto, Ontario 


CABLE ADDRESS: HELFLABS NEW YORK 
CHICAG TORONTO 
BA BALDWIN, 819 Santee St., Los Angeles, Calif. 

1ARI CURRY, 420 Market St San Francisce Calif 


Product Liability Insurance by Lloyds of London 









HEINE& CO. 


NEW YORK 


92-54 Cliff Street 


lelephones BEekman 3-1 535-1536 


NATURAL « ARTIFICIAL 
FLOWER PRODUCTS§£ 


AROMATIC CHEMICALS 


AND ESSENTIAL OILS 


CE. TETHER o2.-2->-—FE2>E-°@2>™#oui. @.8°.™.™.-.-™™NjF=}}>=—=R0@—@Q0— — — —  —OOO0O0——— 
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Because of its many unique features, 
Butoben has met witha very favorable re- 
ception since itsrecent introduction to the 
trade. This new antiputrefactive agent, 
used to prevent the growth of molds and 
other nonpathogenic micro-organisms, 
is an excellent preservative for various 
cosmetic and medicinal preparations. 
Outstanding Features of Butoben 
© Effective in acid and neutral as well as 


in moderately alkaline media. 


© Requires only one-tenth as much as other 


preservatives. lowering costs and also con- 


serving storage space. 


MERCK & CO. INC. 


NEW YORK . PHILADELPHIA 


June, 1939 





DUTODE 


Reg. U. S. Pat. Off. 








(n-Buty!l Parahydroxybenzoate Merck) 


¢ Effective in very small concentrations. 
Twelve grains of Butoben will preserve 
one gallon of a preparation. 


@ White. odorless, stable and nontoxic 


Further information and prices on request. 


As many cosmetic and medicinal prep- 
arations are composed of several ingre- 
dients, some of which may be incom- 
patible with certain preservatives, we 
suggest that you consult our Chemical 
Service Department regarding your man- 


ufacturing problems and requirements. 


: A (, an ufacturing Ch emtsts 


. ST. LOUIS . 


FINE CHEMICALS FOR THE 
PROFESSIONS AND INDUSTRY SINCE 


* 7/070 * 





RAHWAY, N. J. 


In Canada: Merck & Co. Ltd., Montreal and Toronto 









A perfume, carefully 
selected, with aneye to 


sales appeal, will pull 


your product through 


at this crucial moment. 









If bil, Sin. os: 


Two gardens may have been tended and cultivated with equal effort 
and care, each grew and flourished under the same sun and rain, 
yet in charm and beauty one stands out far above the other. This 
is true of homes, of-machines, of perfumes and of many things. 
There is an indefinable something a little finer that makes one stand 
out. More thought, more talent, more careful planning went into 
the one. This something a little finer lifts a product beyond mere 


specifications and competition. 


VAN AMERINGEN-HAEBLER, INC. 
315 Fourth Avenue, New York City 





ULL 
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Sold to the American Market Exclusively by 
FRITZSCHE BROTHERS, INC. DODGE & OLCOTT COMPANY 


76 NINTH AVENUE, NEW YORK, N.Y. 180 VARICK STREET, NEW YORK, N.Y. 


Distributors for 


CALIFORNIA FRUIT GROWERS EXCHANGE 


PRODUCTS DEPARTMENT, ONTARIO, CALIFORNIA 


PRODUCING PLANT: EXCHANGE LEMON PRODUCTS CO., CORONA, CALIFORNIA 
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A CASE IN POINT 


\ N this page last month we stated our ultimate 
purpose as that of bringing within reach of every user 
the very finest products and the fairest values possible. 
As one concrete example of how that purpose is being 
carried out, let us consider the personal investigations 
of world sources of supply conducted each year by our 
Chief of Research, Dr. Ernest Guenther. These studies, 
with their revelation of precise local conditions and 
all-important methods of production af the point of 
origin, are indispensable adjuncts both to intelligent 
selection of basic materials and to constructive research. 
Not only have these surveys enabled us to make finer 
values available to our customers, but they have placed 
us in possession of valuable data which we have been 
happy to contribute to the industry through the coop- 


eration of leading trade journal publishers and editors. 


As a case in point, this illustrates one way in which 


our ultimate aim is being effectively fulfilled. 


FRITZSCHE BROTHERS, Inc. 





RED ROSE 


This is a specialty of universal 
application. It is used extensively 
by perfumers as a raw material for 
blending; also straight to impart a 
true red rose effect in high grade 


creams, cosmetics, etc. 


- 


MAY BLOSSOM 


This vastly improved product 


imparts the true, irresistible fra- 
grance of lily of the valley. It may 
be used alone as a perfume for 
creams, lotions or other cosmetics, 
or with simple blending as a 


muguet base for finished perfumes. 


IKE harmonies of tone which depend for their quality upon fine instru- 
ments, perfectly tuned and sensitively played, odor harmonies depend upon 
carefully selected, first quality materials, judiciously blended. The four bas 
blending materials described briefly on these pages will enable the perfumer 
to create odor harmonies that will reflect their quality in increasing sales. 


Testing samples upon request. 













S} TRY THESE BASIC MATERIALS 


AVRYLLIS ‘‘A™ 


An exquisite and outstanding 
duplication of lilac — the most 
popular and useful of all flower 
perfumes. Has limitless appli- 
cation and is a product truly 


} 
| 
deserving of every perfumer’s | 


consideration. 





LINDEN BLOSSOM 


This useful base is an improved 


zx 


version of the linden (or tilleul). 
Resembles also the odor of lily of 
the valley. It is highly fragrant 
4 and imparts sweetness, persistence 
4 and roundness to many floral 


compositions. 





boo eoLeela - FOR STRIKING ODOR-EFFECTS 


FRITZSCHE BROTHERS, Inc. 2 





PORT AUTHORITY COMMERCE BLDG., 76 NINTH AVENUE, NEW on c > 
NC EEE 
BOSTON CHICAGO LOS ANGELES ST. LOUIS TORONTO, CANADA MEXICO, D. F 


FACTORIES at €ese1ev en, N 4. AND SQe&ree ans (VAR) FRANCE 


> DEFLEURAGE® 


HIS photograph, taken at our Seillans plant, illus- 
trates that part of the evflewrage process known as 
deflenrage. Once every twenty-four hours throughout 
the entire process, the exhausted flowers are carefully 


removed from the fat corps. This requires quick and 


complete removal of every single flower particle. The 
chassis are then recharged with fresh flowers. In the case 
of jasmine flowers (illustrated), evflevrage lasts about 
seventy days. 

Our Seillans factory, favorably located in a region of 
rich and abundant flower harvests, is noted for its pro- 


duction of superfine flower absolutes and concretes. 


Noe 


a RADIA ROTA STREET 








a 






SEND YOUR BATH SALTS To market 
UNUSUAL BOTTLE* 





intHis NEW ano 


It has just been created by Carr-Lowrey to meet the special package- 









appeal and utility requirements of bath salts. It is attractive, yet sub- 





Note the fluted panels and the graceful 






stantial and convenient to use. 






Front and back panels follow 





and spacious flow of the curved sides. 






curves of the bottle but are flat-surfaced for easy. effective labeling. 





*Style 401. Capacity 13 oz. Finish 400-40 mm. 


GARB-LOWRKEY GLASS CO. 


Factory and Main Office: Baltimore, Maryland 










New York Office: 500 Fifth Avenue, Phone: CHickering 4-0592 








Chicago Office: 1502 Merchandise Mart, Phone: Whitehall 4326 
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The *D & O° line 


of perfume raw materials includes the products of 


MERO & BOYVEAU 
Grasse, France 
Producers of finest quality 
NATURAL FLOWER ABSOLUTES 


Jasmin, Rose, Mimosa, Orange Flower 


FIXODORS 


Benzoin, Labdanum, Olibanum, Mousse de Chene. 
Styrax, ete. 


ESSENTIAL OILS 
Basil, Estragon, Geranium sur Roses, Neroly, ete. 
oe 


Be sure to see the exhibit of perfume raw materials in the 
French Pavilion at the New York World’s Fair, participated 
in by “D & O”. Mero & Boyveau, and Fabriques de Laire. 


DODGE « 


i380 VARICK ST... NEW YORK. N. Y. 


PLANT AND LABORATORIES: BAYONNE, N. J. 


The American Perfumer 





In addition to the regular Sanderson brand 


OIL BERGAMOT 


we offer our “MELITO”, a special quality. from selected fruit. 


preferred for fine perfumes and colognes. 


We are well placed to supply your needs not only for Bergamot, but also for our well known fine quality 


LEMON ORANGE MANDARIN 


Prompt deliveries are made from the New York and branch stocks of 


DODGE & OLCOTT COMPANY. sole American and Canadian Distributors. 


is LC ae TT COMPANY 


PHILADELPHIA BOSTON CHICAGO ST.LOUIS LOS ANGELES 
503 Arch St. 170 Milk St. 178 No. Wacker Drive 15 So. 4th St. 923 E. 3rd St. 


BRANCHES: 
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SLIP CAPS 


Improve 


THE APPEARANCE OF YOUR PACK- 
AGE with an attractive serviceable 
stock or specially designed 


CAP 


For perfumes, talcum and _ tooth 
powder, bath salts, lotions, ete. 
Furnished in a variety of de- 
signs in fancy metal—plain brass— 
SCREW CAPS aluminum — brass nickel plated 
—nickel silver — stainless _ steel 
Enameled caps, all colors. 
Our “Negative Finish” _ resists 
acids, alkalies and alcohol. 


Samples and prices on request. 


| BRASS 
ane lin aman GOODS 


MANUFACTURING CO. 
345 ELDERT STREET 
BROOKLYN, N. Y. 
Phone: Foxcroft 9-3900 





413 20 M/M Round 


an 9 t/ha ied TWO PIECE BALL CAPS 


471 10 M/M Round 525 8 M/M 408 13 M/M Round 


429 10 M/M 


428 33 M/M 


505 38 M/M 
388 15 M/M 


355 Salt Cap 469 Pepper Cap 


CUSTOM DESIGNS IN STAMPED AND DRAWN METAL SPECIALTIES 


B-G Caps for Perfumes, Taleum, Tooth Powder, Bath Salts, Lotions, Salt & Pepper Shakers, etc. . . . Sifter Top Caps, Slip Caps (Round. 
Square, Oval, Slotted). ‘ . 
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A Bouquet reminiscent of the exotic, lasting 
odor of the flowers indigenous to these lovely 
Garden Isles, sweet and intriguing. 


The present trend in perfumes is Polynesian. 
HAWAIIAN GARDEN won first award of 
the California Cosmetic Association, not only 
because of its intrinsic excellence, but also 
because it distinctly follows the modern trend. 


$24.00 per pound * Trial ounce $1.75 


cLORASYNTH 


THE HAWAIIAN SABDEN JASMIN Star) Decorative vines 
blooming the year round. 
GINGER- Scveral varities with 
varied colored flowers. 
HURUI \Candlenut Tree)- Flowers ° 
Among many compote wits we have are crowded in large white clusters. 
the following typical Hawanan LILY ‘Water)- Commonly red & blue. 
Floral Odors. HONE YSUCKLE - Bearing pinh 
ypnORbetiemicgesuscdirtis, © Yellow blossoms. 
_ \ ere ROSE APPLE ~ Fin 
ROSES \ S| } WS Ledges. this tree with silbys pi 
be T i mmae (0l) - Hou. Cordia, LEWUA~ Most p 
ms rN ‘ fammy C herry Hawaiia 


y GRDEN A arhable gr nwths 


iss saa 
. led 
? 


Mn this perfume we have succeeded in 
capturing the unorget table ilrigquing 
odors of the Garden Tsles 


FLORASYNTH LABORATORIES, 1555 otmsteap ave., n. y. ¢. 
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In addition to swivel and automatic 
lipstick containers, Bridgeport pro- 
duces a wide variety of slide-type 


cases for the popular priced field. 


The 


BAIDGtPORT 


METAL GOODS MFG. CO. 
ESTABLISHED 1909 


BRIDGEPORT, CONNECTICUT~ ee ___iTel. Bridgeport 3-3125 


VANITY CASES ® ROUGE CASES ® PASTE ROUGE CONTAINERS 
LIPSTICK HOLDERS ® EYEBROW PENCIL HOLDERS ©® BOTTLE CAPS @® JAR CAPS 
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A base of proven excellence for new compounds... 
and for the improvement of old compounds. An Agfa 
specialty which excels... and outsells . . . in its lively 
fragrance and freshness. You will be interested in the 
results achieved by the addition of from 5 to 10%. 


It is particularly suitable for creams as it will not dis- 
color or irritate. 


An Agfa creation that deserves the close attention 
of the perfumer because of its universal usefulness. 


In addition to the warm floral note of Jasmin, it pos- 
sesses the lively top note which enables it to blend well 
with many complex odors, notably Chypre, Crepe de 
Chene, Fougere, etc. 


Compounds which are not sufficiently rounded off are 
harmonized by the addition of 5-10% of Jasminola. 


A 


AROMATICS DIVISION 
GENERAL DRUG COMPANY 





LILAC NORDOIL 
——_ 


The spring freshness and elusive character of the living 


flowers is reproduced with charming fidelity in Lilac 


Nordoil. 


It is powerful, persistent and permanent and is espe- 


cially useful in toilet waters and extracts. 


It is also prepared for use in creams and powders. 


Write today for working samples. 


[Ng rd a 


ESSENTIAL OIL AND CHEMICAL COMPANY, INCORPORATED 


NEW YORK OFFICE: 601 WEST 26th STREET 
CHICAGO: 325 W. HURON STREET 
ST. PAUL: 253 E. 4th STREET 
LOS ANGELES: 2800 E. lith STREET 
CANADA: 119 ADELAIDE STREET, W. TORONTO 
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kindred products with 
cee] i mble Vials are « apta t6 all modern types of closures 
—Serew Caps in Metal or  Phaialaas? . Go Is, Re-Se its, Corks, Dropper Caps, Appli- 
cators, etc. @ Let us help you to sdiet a RIGHT KIMBLE VIAL for YOUR merchandising job! 


complete safety and 1 


K 


© ¢« @« The Visible Guarantee of Invisible Quality 
KIMBLE GLASS COMPANY ..-..- VINELAND, N. J. 


NEW YORK*: CHICAGOs+*+ PHILADELPHIA*++ DETROIT**+ BOSTON 
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YOU ARE INVITED 


TO INSPECT THE PLANT WHERE 


APLI 


The new Federal Food, Drug and Cosmetic Act 
gives FDA officials the right to inspect any and 
all manufacturing plants. APLI has always wel- 
comed such inspection—not only by the govern- 
ment, but by any other interested parties. e This 
mammoth, modern factory is situated in the clean 
countryside. It is staffed with a high grade of in- 
telligent and happy workers. e Strict sanitary 
standards are enforced here. Exacting laboratory 
control insures that formulae are followed with 
scientific precision, and uniformity maintained. 
e Long lines of the latest automatic machinery 


PRODUCTS ARE MADE 


keep production moving along at maximum effi- 
ciency—at lowest cost—and assure prompt deliv- 
eries. e We believe that when you see this up-to- 
date plant, you will agree with the many visitors 
who say: “This is truly a model for the industry!” 
e For more than seventeen years most of Ameri- 
ca’s leading cosmetic houses have had their prod- 
ucts made by APLI. Despite adverse conditions 
in some localities, all APLI clients report their 
1939 sales are well ahead of the general trend. To 
find out how we can help your sales, write Mr. 
A. E. Mullen. No obligation, of course. 


LIPSTICKS APLI - ROUGE SUPREME - FACE POWDER APLI - MASCARA APLI + EYE SHADOW APLI 


AMERICAN PERFUMERS’ LABORATORIES, INC. 


MAKERS OF THE WORLD'S FINEST COSMETICS - PRIVATE BRANDS EXCLUSIVELY 
30 ROCKEFELLER PLAZA, NEW YORK, N. Y. (IN CANADA: 1015 ST. ALEXANDER STREET, MONTREAL, QUEBEC) 
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Published by 


Rossins PUBLISHING 
ComPAny, INc. 
9 E. 38th St. 
New York, N. Y. 


J. H. Moore 
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HarRLANpD J. WriGHT 
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Business PUBLICATIONS 
BUREAU, 
Representative 
San Francisco, Cal. 
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East 38th Street, New York. Tele- 
phone: CAledonia 5-9770; Cables: 
Robinpub, New York; Codes ABC 
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payable in advance: United States 
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For perfumes rare, 
Try TONKAIRE, 
Just five per cent 


Gives a sweet, mellow scent, 


Or, if alcoholic sharpness you'd remove, 


Try TONKAIRE, and you will prove 











Your perfume's finer, faster-sellin' 


Nith one-quarter to one—half-—ounce per gallon. 


Convince yourself with a trial ounce. 
Costs but a dollar-—-it's the result that counts! 


If an ounce wont do and a pound is needed, 


Send eight doljrs, d TONKAIRE is speeded. 


An aromatic ingredient which inates alcoholic 


sharpness and mellows perfume compositions. 


ommpagitie acento, oillies 






Executive Offices and Laboratories: CROTON-ON-HUDSON, N. Y. 


NEW YORK CHICAGO DETROIT SEATTLE LOS ANGELES SAN FRANCISCO 








PORTLAND, ORE. TORONTO COLOMBES, FRANCE LONDON, ENGLAND 
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CENSORSHIP TREND 


The American Press will undoubt- 
edly take cognizance of the recent 
order by the Federal Communications 
Commission to broadcast only inter- 
national programs of good-will. 

This order was issued to the radio 
stations. Suppose such an order was 
issued to the press ? 

The press would reply, “We have 
a free press.” So the radio people 
thought; so apparently the Supreme 
Court thought and directed in a re- 
which clarified the 
commission's power over radio as 
related to allocation of facilities. 

So President Roosevelt thought 
when he echoed the Supreme Court 
and added, “. . . in all other respects 
the radio is as free as the press.” 


cent decision 


If the commission’s order sticks, 
we may find the press as free as the 
radio—subject to similar dictation. 
And who will define “good-will?” 
The press is usually able to take 
And it 
is hoped that the radio will be able 
It’s the 
thin edge of censorship control 


care of such encroachments. 
to do so in this instance. 


and not for America. 

Advertisers are vitally concerned. 
It is their back yard also and bears 
tremendous significance for them. 
This industry is advertising-minded. 
Advertising is the life blood of the 
business. Members of this industry 
are among the heaviest users of ad- 
vertising—in magazines, newspapers 
and radio. 

David Lawrence, writing in the 
Sun (New York, May 26), analyzes 
the implications and the positive far- 
reaching control of press and radio 
if this order is allowed to stand. Fur- 
ther, he shows that the commission 
has no authority to issue such an 
order. He further comments upon 
the fact that members of the com- 
mission seem to feel they have a 
“legal right to censor programs.” 

His alarm is manifest. And he 
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particularly uncovers the dire possi- 
bilities inherent in such an order, to 
the dearly-prized free press of the 
country. 

As advertisers, the great body of 
this industry should give this order 
and its 
thought. 

And do something about it. 


possible trend very vital 


NEW YORKSWORLD’S FAIR 

The World’s Fair is off to a flying 
New York is each day assum- 
ing more and more of the character 
of a Joyful Host. 


A word to visitors from out of 


start. 


It is no one-day affair. It’s 
educa- 


town. 
vast. It’s interesting. It’s 
tional. It’s entertaining. 
One day 


much that is worth while and val- 


is just a glimpse. So 


uable is there available to the visi- 
tor! It demands time and it pays 
to take time. 

Arrangements are all beyond re- 
proach. Transportation excellent. 
United States exhibits are splendid. 
Foreign exhibits are liberally em- 
blematic of the world. It’s more than 
a Fair. It’s a liberal international 
education. 


rT. G. A. CONVENTION VALUES 

Yes, there was—as heretofore 
much hand-shaking and social activ- 
ity; but this convention was note- 
worthy for the inquiry into and dis- 
cussion of the new labeling, packag- 
ing and policies, in order to comply 
with the Cosmetic and Drug laws, 
which originally were to become ef- 
fective June 25, 1939. 

The association officers disclosed 
the close attention given to the de- 
velopments in Washington, the rep- 
resentations made to the administra- 
tion officers, and the heavy volume 
of inquiries requiring thoughtful and 
intelligent handling. 

The next year will be even more 


important to manufacturers. Com- 
plications, modifications, and clarifi- 
cations will be forthcoming that will 
require utmost vigilance, energetic 
action, and above all, analytical 
study to the end that the industry 
may not be unnecessarily obstructed. 

The association is delivering 
needed and specific service to its 
In fact, its activities and 
accomplishments are vital to the 


members. 
members. The association speaking 
for the industry is powerfully influ- 
ential, and is in close personal con- 
tact with Washington officials. 

This definite service is invaluable 
to members. The industry should get 
behind the association as never be- 
fore. This work requires funds. As 
a member, its cost to you is cheap. 


IMPROVEMENT 

Generally, business is slowly going 
ahead. No rush, but steady progress. 
There is definite hope that some tax 
revision will be passed as indicated 
by Treasury officials. 

Such action 
part of Congress will probably be 
business 


concrete upon the 


materially reassuring to 
men throughout the country—large 
and small—whether they are Repub- 
licans or Democrats, or what. 
During the past couple of weeks, 
we have talked with business men 
from Chicago, Pacific Coast and the 
South, also Canada, as well as Eu- 
rope. In spite of this and that un- 
certainty, both here and abroad, the 
feeling is the same—go about busi- 
ness as usual or as nearly so as 
possible and stop wasting time and 
opportunity waiting for the crisis to 
pass and the business deterrents to 
be adjusted—or removed. There are 
many such obstacles. They confuse 
and confound buyers and sellers. So 
what? And what to do about it? 
Better pile in and do things rather 
than dry up through indecision and 


inaction. H. J. W. 
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Chuit Naeft & Cie IBRANT as sunshine and pulsating as the infusion of 


flowering blossoms with the Spring breeze—such is the 
effect of EXALTOLIDE on your perfume. EXALTOLIDE is 
the most highly developed, purest and strongest fixative 


body of a Musk-Ambergris character yet produced. 


Perfume extracts, powders of any type, and creams 
daily are being improved and rounded by its aid, without 
change of odor character. A test will startle you! The value 


of Exaltolide is priceless—its use economical | 


Your Descriptive Booklet Awaits 
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William L. Schultz 


A TEN STRIAE 


IN COSMETICS 


ONLY once in a blue moon a new line of cos- 
metics or toiletries soars to first rank importance; 
and only once in a half dozen blue moons it hits 
pay dirt within its first year. William L. Schultz 
has made one of those rare ten-strikes with his Early 
American Old Spice line. 

The smooth-rolling history of this line from the 
moment of its conception until today reads like a 
merchandiser’s Utopia. Mr. Schultz drew up his 
plan and—what’s more important — carried it 
through to the letter!’ While he never allots vital 
decisions to anyone else, he sees to it that his staff 
is of a calibre to deliver just what he wants at each 
step. Tweny-nine years of manufacturing and sell- 
ing cosmetics and soaps gave him the knowledge 
and experience requisite to a well-coordinated job. 
In addition to this, he has a seventh sense for sniff- 
ing out trends. He had watched the growing popu- 
larity of Americana and particularly of its early 
phases. He had heard for years (unconvinced) the 
scoffs at anything but “French” perfumes . . . he had 
seen good, reliable but unknown products stagger 
to the wall in price wars . . . he had studied the 
imperative demand of the public for gay, luxurious 
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All American “Old Spice” line amazing 


success in less than two years. . . . Sales 
over $4,000,000 annually. . . . How the 


line was conceived and merchandized 


by RUTH HOOPER LARISON 


bath and toilet preparations at popular prices. All 
these facts and trends he boiled down, tempered 
them with judgment and a dash of genius. Then. 
magician-like, he drew from his brew a_ smart, 
original line of related products all focused on early 
Americana and fortified with an authentic Old Spice 
fragrance. 

It was a neat trick—so neat in fact that others 
(as is usual) are already trying to imitate. Enid 
Edson, artist-designer on his staff, interpreted his 
decorative scheme for all the various sizes and 
shapes of packages, keeping the motif fresh and 
faithful, yet developing it with a flair which never 
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A photo-mural of this highly successful old-time barber shop window display 
will be used throughout the country to promote men's products. Illustrations 
to the left show the effective trading ship design used on all men’s items 


becomes tiresomely repetitious. Even the manufac- 
ture of packages is carried on under the factory 
roof, which by the way, has outgrown its quarters 
several times and is about to take up its newest 
address in Hoboken. Sales and display rooms in 
Radio City cleverly combine early American decora- 
lion with modern. 


FIRST SHIPMENT SEPTEMBER, 1937 

The first shipment of products was made in 
September, 1937. Thirty-seven accounts were opened 
before 1938 with an exclusive one-store-to-a-cily 
merchandising franchise. In 1938 it grew to a mil- 
lion dollar business and was still sold almost en- 
lirely by department stores. In the same year a 
sales staff was organized, and the exclusive fran- 
chise withdrawn due to the pressing demand ol 
the public for ease of purchase. Beginning in 1939 
Class A drug stores were offered the line. 


SALES OVER $4,000,000 ANNUALLY 

Today there are over 4000 direct retailers and 
the volume is estimated to go beyond four million 
dollars, even to the point of crowding five million. 

Stores took to Old Spice enthusiastically as a 
refreshing new note in cosmetics and Mr. Schult 
planned his promotions to tie in with the store's 
popular early American activities. Very few demon- 
strators were used and the stores got behind the 


oO 
g 
line and pushed it hard, recognizing its potentiali- 


ties. Generous stocks are willingly carried by re- 
tailers and even druggists are required to stock a 
minimum order of $100. Additional products have 
been added from time to time and will continue to 
improve the line’s effectiveness. 


PRODUCTS FOR MEN 


The group of men’s products, built around the 
idea of an old-fashioned soap mug and employing 
a trading ship as its design motif was placed on 





centage of advertising gross. The style of adver- 
tisements remains the same. Layout, art and type 
follow pages taken from an early American primet 
as this style of presentation remains in_ perfect 
tempo with the packages and products. 


STORE PROMOTION PLANS 

Store promotion plans closely follow the Early 
American motif and special promotions are created 
around American holidays thus featuring it a good 
many more times a year than the usual gift sea- 
sons. This summer the sale of each can of talcum 
will include a fan which says on the top “The eti- 
quette of the fan for the genteel female, etc.” (all 
taken from an old dog-earred manual of female 
manners). The decor of the fan is quite similar 
to what your own grandmother or great-grand- 
mother may have carried. 


HOW MEN’S PRODUCTS ARE PROMOTED 


J. M. Adams in Buffalo created an old-fashioned 
barbershop window display which made such a hit 
that it was photographed and will be used as a 
photo-mural background for summer promotions 
on men’s products. A special Father’s Day window 
display contest is being run in two sections; one 
for big retailers who design and build their own 


A fan such as grandmother used, with etiquette for its use scrolled on it, is window displays and another for small retailers 


included with each can of talcum powder. The early American packaging 
motif is varied by changing the central figures as in the packages shown on top 


and druggists who will use material supplied by 
the company but interpreted in their own way. 


the market with no advertising but package inserts 
in the women’s line. The advertising program, 
handled from the beginning by The Wesley Asso- 
ciates, has been consistently increased since the 
first advertisement appeared in Vogue in Septem- 
ber, 1937. Vogue advertising continued through 


that year with Harper's Bazaar added for the 


Christmas issue. In 1938 service magazines were 
included in the schedule as well. 
ADVERTISING THIS YEAR $250,000 


The 1939 advertising appropriation is a quarter 
of a million dollars based on a below normal per- 
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Three window trims are offered them in three dif- 
ferent veins; humorous, sentimental and historical. 
Two sets of prizes totaling $800 will be awarded. 

This whole dynamic project originates from a 
rather quiet, dignified gentleman whose heart is in 
his gardens (he lives in the country) and who 
gazes out philosophically upon a_helter-skelter 
world without letting it disturb his peace of mind 
in the least. Those who know him well, recognize 
distinctly an atmosphere that stems from his Quaker 
background. But for all his quiet poise he makes 
decisions swiftly—and accurately—plans his moves 
with a distant horizon in view and—this is so vital 

sticks to his main ideas without being diverted 
by minor exigencies. 








THE MARKET FOR SUN TAN PRODUCTS IS 


Obstacles which must be overcome... 


Practical suggestions . . . Adequate test- 
ing and how it may be done . . . Formu- 


lation .. . Cautions 
by MAISON G. DE NAVARRE 


THE market for effective sun tan cosmetics is wide 
open. Some of the greatest obstacles to overcome are 
promoting a general demand for greaseless lotion 
supplying effective products at nominal prices. 
Why a greaseless product? Because the average 
person abhors a messy application, and oftentimes 
will not avail himself of the protection possible by 
the use of a satisfactory sun screen. 

What kind of greaseless product? Certainly not 
an emulsion. It will wash away too easily, even 
though it does make a nice looking product. 

A water solution? The writer’s experience is that a 
water lotion has one of two main drawbacks, name- 
ly, (1) it is too readily absorbed through and by 
the skin, and/or (2) it is too easily washed away in 
the water. Not to mention the natural drawback 
of any water lotion, which requires on the average 
twice as much sun screen as other preparations or 
is effective only half the usual time. 

What then? An alcoholic solution is the answer! 
Why? Because it will dissolve the screen readily 
in most cases, and a suitable agent can be added to 
give continuity of film and restrain absorption by 
the skin, if any. It applies easily, spreads well and 
leaves the skin dry and_ protected. 

In this line, several suppliers are offering special 
screens, soluble in 70 per cent alcohol. While a 70 
per cent alcohol may be satisfactory, the writer’s be- 
lief is that a higher percentage is more desirable. 


TESTING SUN TAN PREPARATIONS 

There continues to be much ado about testing sun 
tan preparations by some standard method. Louis 
Stambovsky suggests a technique based on the Mer- 
cury Quartz lamp. (Similar technique has been 
used by others.) Orelup offers a photo-electric meth- 
od using sunlight. Others advise the use of a quartz- 
mercury are in conjunction with a spectrophotom- 
eter. And so it goes. 


This writer has on numerous occasions stressed 


the fact that any test under the Mercury Quartz 
Lamp or arc is unreliable, and again reiterates 
that whatever standard is to be considered, one must 
utilize sunshine per se in the test. 

Much good work along this line has been done by 
Coblentz, Stair and others of the Bureau of Stand- 
ards. In fact the publications of the Bureau of 
Standards on the numerous phases of action of ultra 
violet light on the human skin under different con- 
ditions, with methods of evaluation of ultra violet 
intensity, are legion. Some of this information has 
already been utilized and a satisfactory testing de- 
vice developed. Actual sunlight is used. Correc- 
tions for variations in light intensities are easily 
made. Readings are quickly completed and are 
duplicable. 

Such a device was described by Orelup in The 
American Perfumer (May, 1936), and is called a 
Radiometer. 


RADIOMETER CLOSEST TO ACTUAL USE TESTS 

To date, this device duplicates more closely than 
any, actual use tests, inasmuch as the film tested is 
similar in thickness to that of a film of sun screen 
product on the skin in actual use. However, there 
are a few minor drawbacks to this device as yet. 
Unfortunately, it tests in a very desirable manner 
only within the range 2800-3340 A.u. (commonly 
designated 2900-3200). For more accurate work, 
however, additional sensitivity above 3200 would 
be desirable. If, for instance, an additional device 
with a photoelectric tube sensitive in the range 3200- 
3500 A.u. were devised and used to complement the 
Orelup device as it is today, there is no doubt but 
that the two instruments used together would give 
more accurate evaluation of sun screening cosmetics. 

The spectrophotometer gives transmission read- 
ings over any range chosen, which range is regu- 
lated by a series of filters. Unfortunately, this in- 
strument uses an artificial source of light and results 
are not comparable to use results using sun as a 
source of light. 

Skin or use tests utilizing artificial sources of 
light are subject to the same error as is the spectro- 
photometer. 

What to do? So far it is best to duplicate all 
tests. Products showing up well in the laboratory 
should be supplemented with beach tests on various 
types of people. A screen in question should be 
exposed to the action of sunlight, and readings 
taken for transmission at each half hour, for at least 
two hours, and preferably three or four hours. The 
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before and after spectrographs or Radiometer read- 
ings on the product will tell a great deal. If screen- 


ing action is still present in good percentage after 
two hours, beach tests are indicated as final proof. 


LABORATORY VERSUS BEACH TEST 


Real confusion in determining effectiveness of sun 
screen comes when the laboratory tests show excel- 
lent screening action in the zone 2900 to 3200 A.u.. 
and the tests on the beach show up poorly. 

Why should this be? 

There are several reasons for this discrepancy. 
The kinds of light used are different. The human 
skin is absorbent while a glass cell is not. Expo- 
sures in laboratory tests usually do not run over a 
few minutes, whereas on the beach, exposures are 
of much greater duration. The thickness of the 
cell in the laboratory is often much greater than of 
a film of sun screen on the skin when in use. There 
is the human susceptibility factor in actual use, not 
present in the laboratory. Moreover, laboratory 
conditions of test are usually quite precise, while 
the consumer “use test” is often made in contro- 
vertible fashion. Finally, the product tested in the 
laboratory is usually fresh, whereas that in “use” 
may be quite old, and as a result of the age, may 
be only partly effective because of excessive expo- 
sure to direct sunlight when on display, or by inter- 
reaction with other materials present. 


DRUG OR COSMETIC 

Fortunately all the way around, the F.D.A. is 
interpreting as cosmetic, any sun screen preparation 
“labeled and sold for the promotion of an even and 
beautiful tan, or for the prevention of tanning of 
the skin,” using the wording of the Toilet Goods As- 
sociation; or“... preparations offered for the pur- 
pose of acquiring an even tan without burning the 
skin . . . screening out rays capable of burning. . . . 
We are inclined to view products of this description 
in which the label claims do not go beyond a proph- 
ecy that the products will aid in acquiring an even 
tan as cosmetics,” according to W. G. Campbell. 
Chief of the F.D.A. 

Obviously, you can now label a sun tan product 
as a cosmetic providing you claim nothing more 
than the promotion of an even and beautiful tan. 


FORMULATION 

The bulletin on Sun Tan Preparations which The 
American Perfumer issued some time ago, describes 
many proprietary compounds which have useful 
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screening action for cosmetic preparations. Use any 
of these in the following formula: 


Screen Amount as required 
Oil or any soluble film pro- 

ducing substance a% 
Alcohol qs. 100% 


Perfume and color to suit. But keep in mind that 
you now must use colors certified by the F.D.A. for 
cosmetic use. As to best tint to use——there seems to 
be no agreement any longer on this point. Your 
choice is as good as the next fellow’s. 

The amount of screen is not mentioned in the 
above formula, as the various screens are used in 
different proportions. Your supplier or the Sun 
Tan Bulletin will give you the amounts of each 
product recommended for an effective preparation. 


CAUTIONS TO TAKE 

It is this author’s belief that both the F.D.A. and 
the F.T.C. through the Bureau of Standards are 
testing sun tan cosmetics, and those found wanting 
in protection when used under conditions which are 
customary or usual may find themselves in embar- 
rassing positions—which is as it should be. 

Blonds and redheads burn more readily than 
brunettes, and this fact should be mentioned on 
the label. 

Any guarantees for the products should be lim- 
ited to a refund of purchase price if user is not 
satisfied. 

A symposium on sun tan testing and standards is 
highly recommended and work toward this goal 
should be started at once by the industry as well as 
the federal departments; that the minimum percent- 
age of filtering action for a finished product be 
properly determined and established; no one test 
today gives the complete story regarding effective- 
ness; all tests made on instruments must be supple- 
mented by beach tests on a variety of humans; any 
product sold as a sun-screen cosmetic should be of 
such effectiveness as to at least double the time it 
takes to obtain a noticeable reddening of the skin 
without the use of such sun screen cosmetic. (Since 
it takes from 20 to 25 minutes to get such a redden- 
ing of the skin without the use of a cosmetic sun- 
screen, the minimum effectiveness should extend 
from 40 to 50 minutes. This in turn calls for a re- 
application of the sun screen cosmetic at intervals 
of one hour.) 

The future of sun screens is good, but only by 
offering for sale products of definite effectiveness 
can this be assured. 















LAWS, LAWS And 
LAWS Discussed 
by T. G. A. 


Laws overshadow all other subjects .. . 
Record attendance . . . Entertainment 


features were well managed 


()\ ER 400 members and guests 
were at the fourth annual con- 
vention of the Toilet Goods As- 
sociation in the Hotel Biltmore. 
New York, N. Y., May 22, 23 
and 24. 

Officers elected for the ensuing 
year are: 
President, H. L. Brooks 
Ist Vice-President, Cecil Smith 
2d Vice-President, E. B. Hurlburt 
3rd Vice-President, H. P. Willats 
Treasurer, Paul F. Vallee; Secre- 
tary. J. I. Poses: Executive Sec- 
CC a Welch; Counsel, Hugo Mock: Direc- 
tor, Board of Standards, H. Gregory Thomas. 

Executive Board: C. M. Baker, H. Clyde Balsley, 
\. B. Bergmann, Paul H. Douglas, C. W. Godefroy, 
J. H. Helfrich, A. E. Johnston, D. H. McConnell, 
Jr., D. J. Mulster, C. A. Pennock, Geo. A. Wrisley. 


H. Gregory Thomas and L. E. Lisner. 





retary, 


LABELING AND MARKING QUESTIONS 

Labeling and marking questions were answered 
by Hugo Mock and H. Gregory Thomas. 

The use of drams instead of 4 ounces to indi- 
cate the contents of small bottles of perfume, etc., 
is banned. If the F. D. A. 


position, which is possible, or if a test case is 


reverses ils present 


made, drams may be sanctioned. 

Arthur FE. 
bination packages. If the set container carries all 
required information, it was felt that this will be 
satisfactory. 


Johnston asked about marking com- 


If a paster label is not used for the 
outer container, a tag may be used. 

Relabeling so-called hair tonics as hair dressings 
will take them out of the drug classification unless 
they are in fact drugs—which most are not. If 
they contain drugs, relabeling them as hair dress- 
ings will not make them cosmetics. Earl Means 
pointed out that claims made for a product are a 
suiding factor in classifying it as a drug or cos- 
metic. Vitalis is advertised to stimulate the scalp; 
hence the disclosure of the active ingredients is 
required even though it is sold as a hair dressing. 


\ drug product used for cosmetic purposes is sub- 
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R. L. Hutchins started out in a foursome with Nathan and 
Walter Fretz and Roy Hagelin but ended up in another. The 
popular Francois Goby didn't play but found enjoyment in 
watching unusual shots by L. J. Zollinger and Frank Langlois 





ject to the cosmetic tax. A deodorant which stops 
perspiration is a drug regardless of its label. 

In the matter of deceptive containers, it was 
pointed out that talcum powder cans must be fully 
filled or smaller cans must be adopted. In glass 
containers false bottoms and containers made with 
too much glass are likely to be deceptive. A ques- 
tion was raised but not answered as to the decep- 
tive character of a bottle such as is used for Teel. 
with a large base receding in size to the top. As 
to deceptive cartons for tubes, it was stated that 
the carton will be deemed deceptive if the tube 
can be moved about inside of it. The smallest pos- 
sible carton which can take a tube inserted by 
machinery diagonally is the proper size, in the pres- 
ent view; but a definite ruling is expected. 

As to face powders customary labeling on the 
bottom is not sufficient. If the cellophane window 
inside the drum is utilized also to carry the re- 
quired information, it will be sufficient and the 
top of the box therefore need not be disfigured. 

John J. Pollock of Volupte raised an interesting 
question on labeling Rose Petal lotion. No positive 
regulation has been issued. Mr. Mock pointed out 
that if the name of a flower which has no odor or 
an imaginary flower is adopted as a trade mark, it 
may be monopolized. 

“Why try to carry on a line which is deceptive?” 
Earl Means asked; and stated that they had dis- 
continued Milkweed cream because it contained no 
milkweed. 


Arthur Johnston gave an example of 
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Fred Theile looks for the ball after one of his sensational 
drives. Milton Kaylor, A. D. Henderson, Harold Blakeney and 
Will Green ready for the fray, which ended up with prizes for 
three. Ralph Stevenson makes a hole in one on the green 


Buttermilk soap which must contain a substantial 
amount of buttermilk to meet requirements as it is 
a cosmetic and not a soap. Dry casein cannot be 
substituted for the buttermilk. 


LEGAL TRENDS IN THE INDUSTRY 

Hugo Mock then 
summarized what is 
going on from a legal 
standpoint. 

In discussing the 


Louie aree 


Food. Drug and Cos- 
metic Act, he pointed 
out that the law is un- 
duly strict in imposing 
a standard of efficiency 
on a product which is 
almost unattainable. A 
ig product offered 
as a cure or a remedy must be practically efficacious 
in 100 per cent of the cases where it is used to be 


dri 


entitled to be sold as a cure or remedy or even as 
a treatment. No physician is subject to such a test. 
\ toilet preparation which is also a drug offered 
for the treatment of a particular condition must 
also be nearly 100 per cent perfect or its use is 
likely to be banned. 

As to sun tan preparations, he pointed out that 
preparations intended to cure or alleviate sun burn 
are drugs and cosmetics; those intended to achieve 
a healthy sun tan only are cosmetics. Likewise, 
hair tonics which are purely dressings intended to 
remove loose dandruff scales are cosmetics; if any 
claims for their use as energizing hair growth or 
relief of dandruff or prevention of baldness are 
made, they are drugs. 

As to state laws, Mr. Mock pointed out that 
Indiana, Nevada, North Carolina and Virginia have 
passed state food drug and cosmetic laws: and 
Wyoming has passed a separate cosmetic act. He 
urged watching any new trade mark bills. 


WHEELER-LEA AND ROBINSON-PATMAN ACTS 


Concurrent jurisdiction may be exercised by the 
F. T. C. and the F. D. A. in certain cases, he showed. 
He protested against the practice of the Federal 
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Trade Commission in amending complaints where 
no new facts are introduced. 

After citing the Goodyear Tire & Rubber Co. vs. 
the Federal Trade Commission case, he pointed out 
that it holds that a manufacturer might not be 
bound in his prices to large purchasers by the mere 
quantitative difference in dollars in the cost of 
manufacture, sale or delivery to different custom- 
ers. This will have to be carefully considered in 
any cases involving quantity discounts. More cer- 
tainty is needed in the construction of the Robin- 
son-Patman Act. 


Apathy may cause the repeal of fair trade laws. 
The industry must decide whether or not it wants 
them. He felt that the cooperative manufacturing 


and selling movement would make little headway 
in this industry. 

In conclusion Mr. Mock made these recommen- 
dations: 

1. With regard to the Food, Drug and Cosmetic 
Act, do not wait with your compliance to as late 
a date as possible, but meet the provisions of the 
Act as far as you can reasonably do as soon as pos- 
sible. It will be better for your business. 

2. With regard to the Robinson-Patman Act on 
the question of quantity discounts, he would recom- 
mend a conservative attitude, remembering always 
that whatever you do you should be willing to do 
openly and without evasion. It is the secret arrange- 
ment which you are unwilling to disclose to your 
competitors or to your other customers which is 
the poison of the industry. 

3. Cooperate with, rather than fight, govern- 
mental agencies and consumers’ groups. You are 
likely to receive the same kind of treatment that 
you give. 

Because, finally, in every case when you have re- 
moved as far as possible those factors which im- 
pede your distributive and selling methods, your 
success will depend on the merit of your products. 

The next decade belongs to the manufacturer 
who uses the manners acclaimed in the society of 
reasonable people. 


PRESIDENT’S REPORT 

In his report on the activities of the association, 
President Herman Brooks reported a more favor- 
able attitude of the Treasury Department toward 
the excise tax. Possibly there may be some changes. 
He then explained what the Board of Standards has 
done since it was inaugurated in 1936. 

\s to the general association activities, he 
pointed out that the 
privilege of receiving 
labeling information 

had been so abused by 
non-members that it 
had to be restricted 
only to supporting 
Almost a 
thousand phone calls 


members. 
per month are received 


each month asking for 
advice on compliance 
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with the law and 15,000 pieces of advertising and 
labels have been reviewed. State bills numbering 
177, which would have affected the industry, were 
introduced, he reported. No bill opposed was 
passed. 


The industry, he said, must keep alive the issues 
as to why fair trade is necessary or the states may 
repeal the laws. 

Looking to the future he advocated a coopera- 
tive advertising campaign for the industry. He 
also suggested greater unity throughout the indus- 
try; for as time goes on there will be many more 
regulations to worry about. As long as the T. G. A. 
functions, it will not be necessary to seek advice 
elsewhere. 


BOARD OF STANDARDS 

H. Gregory Thomas pointed out in his address 
that the Board of Standards is well integrated with 
a positive program. Its scope covers raw materials 
and cosmetics; advertising claims and labels; and 
public relations activities. He pointed out that if 
the industry doesn’t control itself from within, it 
will be controlled from without. He urged mem- 
hers to seek means for compliance with laws rather 
than to wander in the jungle of evasion. He urged 
experiment and research on raw materials and the 
search for new products. 

In summarizing the work on labels and adver- 
tising, he pointed out that the Board cannot dis- 
cus the general form of advertising or labeling; 
but only compliance with law. He urged makers 
of vilamin cosmetics to study section 403 j care- 
fully. Other sections to which he called especial 
attention were 201n, 60la and 602. Referring 
to the latter, he urged manufacturers to refrain 
from deceptive appearance in packages. 

In addition to giving legal aid, the Board aims 
to afford a clearing house on the manufacture and 
use of raw materials. A satisfactory list of coal tar 
colors, for example, was compiled. Members were 
urged to acquaint themselves with import regula- 
tions and to use approved forms. The third phase 
of the Board’s activities is public relations. It 
works with allied associations and any body where 
the problems of the industry may be discussed to 
lead to a better understanding. 

At the final session, Wednesday afternoon, an 
open forum for the free discussion of industry 
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problems conducted by Herman Brooks, Charles 
Welch and Gregory Thomas was held. 

Companies which do not comply with the new 
laws are likely to have trouble with their product 
liability insurance. It was pointed out that an order 
of the Federal Trade Commission is in personam 
and applies only to the concern proceeded against. 
After a discussion of the publicity given to com- 
plaints of the F. T. C. a resolution was passed 
asking it to discontinue the releases. 


ENTERTAINMENT WELL MANAGED 


The entertainment features included the usual 
informal lunches between sessions, a day of golf at 
the Winged Foot Golf Club for the men and bridge 
for the women; the theatre party and supper dance 
afterwards and the annual banquet Wednesday 
night. Each event was well run and much credit 
is due to Le Roy Root, vice-chairman, and the mem- 
bers of the entertainment committee composed of: 
L. R. Root, vice-chairman; W. D. Barry, A. C. 
Burgund, Charles Fischbeck, W. E. Klaas, M. Lem- 
mermeyer, W. P. Murray and Karl Voss. 

About the registration room were displayed 
clever, lively cartoons advising members of the 
tariff for various events, cautioning them against 
delay, giving directions for reservations, and in- 
spiring them to participate in the entertainment 
features. These were the work of the indefatigable 
and talented Michael Lemmermeyer; and some of 
them are reproduced with permission in this article. 

Winners of golf prizes were: A. D. Henderson, 
Frank Huisking, E. M. Kaylor, V. E. Williams, 
W. F. Dunney, Dr. A. C. Warden, J. E. Gabrielson, 
\. R. C. Fretz, A. Anderson, C. E. Clark, R. L. Me- 
Knight, W. D. Barry, William Haebler, R. C. Pay- 
ton, Paul Douglas, J. H. Blakney, J. B. Walker, 
R. W. Bjork, P. C. Cook, Charles Fischbeck, J. H. 
Majesky, A. T. Garden, F. C. Hailer, W. H. Green, 
Frank Zackman and A. J. Dedrick. 

At the bridge party held by the women while 
the men were playing golf, 27 prizes were given 
including individual, table and door prizes. These 
were presented at the conclusion of the party. 

Golf prizes were presented at the banquet as was 
also the grand prize of a $75 purchase order 
awarded to Ralph Stevenson. 


SALES QUALIFICATIONS 

Eight outstanding personality traits are pos- 
sessed by all successful salesmen, according to A. F. 
Dodge in the Journal of Applied Psychology, and 
are as follows: 

1. They are not moody and not subject to worry. 

2. They are self-confident and self-sufficient. 

3. They are aggressive and willing to assume 
responsibility. 

4. They are social. ’ 

5. They are free from self-consciousness. 

6. They have little tendency to talk about them- 
selves. 

7. They are not resentful of criticism or disci- 
pline. 

8. They are radical and unconventional. 
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CITRONELLA 


Export Regulations 


Official measures promulgated by De- 
partment of Economic Affairs, Batavia, 


Netherlands Indies 


Tue discovery of synthetic perfumes, the increas- 
ing competition from other countries marketing 
similar products and the complaints from buyers of 
the quality of the essential oils obtained from Java, 
together made it seem desirable to establish an or- 
ganization, which could be entrusted with guarding 
the agricultural as well as the commercial interests 
of the raw materials producing essential oils or of 
these oils themselves. 

To accomplish this object there was established 
on January 1, 1938, a central organization of which 
the board of directors is composed of representa- 
tives of the growers, manufacturers and exporters. 
As representatives of the first group, a government 
official and an agricultural expert from one of the 
largest production areas of citronella oil were ap- 
pointed members of the board of this central or- 
ganization in addition to a few officials of the De- 
partment of Economic Affairs, whereas the Chief of 
the Bureau of Commerce was appointed chairman 
of the Board. 
that the central organization can maintain a close 
contact with the various laboratories of the depart- 


This construction has the advantage 


ment. 


EXPORT PERMIT REQUIRED 

Simultaneously with the establishing of this Cen- 
tral Office for Essential Oils, the exportation of 
citronella oil was made subject to a regulation which 
stipulated that henceforth every shipment of citro- 
nella oil required an export permit issued by or in 
the name of the Director of Economic Affairs. Such 
export permits are to be issued only to those ex- 
porters of citronella oil, who had themselves duly 
registered as such with the Department of Economic 
Affairs. 

The Director of Economic Affairs has the author- 
ity to require from the registered exporters certain 
conditions governing the exportation of the oil, 
which he may deem necessary in the interest of 
proper enforcement of the export ordinance. 

As soon as the above mentioned Central Office 
was established measures were taken to prevent a 
further decline in the quality of the citronella oil, 
and to improve, in so far as possible, the average 
quality thereof. 

It had been the custom to sell the citronella oil 
on the basis of its geraniol content and with refer- 


Citronella grass in Java and Ceylon is harvested by natives 


ence to which three different qualities were dis- 
tinguished, namely: 

A. citronella oil with a geraniol content of not 
‘standard 


less than 85 per cent (so-called 
quality”), 

B. citronella oil with a geraniol content as agreed 

upon by contract, 

C. citronella oil with a geraniol content of at 

least 80 per cent. 

Due to the fact, however, that these descriptions 
failed to specify the citronellal content, which con- 
stituent serves in establishing the synthesis of other 
combinations of considerable importance in the per- 
fumery industry and in medical preparations, such 
as hydroxy, menthol, ete., it became possible to ex- 
port two kinds of citronella oil, both with 85 per 
cent geraniol content but different citronellal content. 

The result was that on a number of occasions 
buyers of citronella oil, who expected to obtain a 
normal oil with a geraniol content of 85 per cent 
and a citronellal content of 35 per cent, found them- 
selves sadly disappointed. 

In order to put a stop to this evil—which threat- 
ened the good reputation of the Java citronella oil 
the Central Office of Essential Oils advised the Gov- 
ernment to take certain 
November Ist, 1938. These regulations stipulated: 

1. Every drum intended for export, not weighing 


measures effective from 


more than 270 kg, or any corresponding quantity of 
citronella oil in different packing must, before being 
prepared for export, be analyzed by the Laboratory 
for Chemical Research of the Division of Industry. 

2. The certificate of analyses must show the total 
geraniol content and the citronellal content, and 
must contain a statement as to whether the oil is or 
is not adulterated; this certificate may not antedate 
the export by more than two months and must be 
submitted to the customs with the export permit. 

3. The analysis number of this certificate must be 
painted in clear white figures on drum or package. 

Any exporter not observing these regulations can 
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be officially deprived of the right to export essential 
oils and their authority establishes an adequate 
guaranty that the conditions governing the export 
of citronella oil will be lived up to by the exporters. 


BATAVIA STANDARD CONTRACT 


In consequence of the above mentioned supple- 
mentary conditions the Batavia standard contract 
for citronella oil now prescribes a total geraniol con- 
tact of 85 per cent and a citronellal content of 35 
per cent. Also other qualities may be exported, but 
only on condition that the accompanying certificate 
mentions both the percentages of geraniol and 
citronellal content, so that foreign buyers will be 
fully informed of the composition of whatever grade 
of oil for which they have contracted. 

The measures indicated above will no doubt put 
an end to the commercial abuses that gradually had 
crept in and will reestablish the good reputation 
which Java citronella enjoyed in the past, while the 
greater measure of reliability with reference to the 
quality supplied will contribute to the improvement 
of the trade in Netherlands Indian citronella oil. 


"Plastic Surgery” 
by Make-Up 


Intensification of contours with make- 
up stressed by cosmetician . . . Theory 


applies in television make-up 


AFTER twenty years in Hollywood as make-up 
artist for such prominent studios as 20th Century 
Films and Paramount, Robare DeLong, who is said 
to be the first to develop ab- 
solutely non-toxic motion pic- 
ture make-up, has come to 
New York City to advance his 
theories on make-up, particu- 
larly for television. 

Mr. DeLong began many 
years back to develop his own 
eight principal colors with 
which he is able to make up 
any and every person. In 
making up the large cast for the current Broadway 
production, The American Way, at the Center 
Theatre, for example, he used only two colors. One 





problem here was the preparation of an easy 
make-up for the leading star, Frederic March, who 
is required to make quick character changes from 
a young man to an old one. This Mr. DeLong ac- 
complished by preparing a one-color base for the 
younger portraitures and a two-color base for the 
older parts. The necessary character effects were 
achieved in the process of application. 

It is along this line that Mr. DeLong’s theories 
on television make-up trend. He has developed a 
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The Delong cosmetics are packaged in neat, sturdy con- 
tainers. Shiny metal caps are used on the bottles. The name is 
lettered in rose, carrying out the gray and rose color scheme 


special formula for make-up preparations that are 
suitable in sheen, intensity and color for the par- 
ticular lighting effects and film sensitivity of tele- 
vision. Again, he used only his eight colors. 

In order to give an even spectrum of color, a 
one-color base is applied to the person to be tele- 
vised and blended to intensify the proper face con- 
tours. Where features or defects are not to be 
accentuated, a powder covering is placed over the 
base. With this make-up, Mr. DeLong declares, the 
features do not “wash out” at a distance and yet 
the face does not have an unreal painted appear- 
ance at close range. In all his work, Mr. DeLong 
has endeavored to create colors sufficiently intense 
to hold the contour from a distance without heavy 
unnatural painting. 

Along lines similar to those outlined above, Mr. 
DeLong has also created make-up for use in techni- 
color and black-and-white motion pictures, pro- 
fessional photography and telephotography. 

His most recent work has been the development 
of a line of cosmetics for regular use by the average 
woman, again, primarily to intensify or diminish 
features. He makes no therapeutic claims for the 
items, but states simply that they are good make- 
up, conforming with the cosmetics regulations. He 
feels that “heretofore we have been putting too 
much stress on make-up color itself and on har- 
mony ensembles instead of using the color pri- 
marily as a means of intensifying or diminishing 
features. But we are now fast becoming aware, | 
think, of the possibilities of ‘plastic surgery’ by 
make-up.” 

The new line consists of powder, rouge, mascara, 
and lipstick in natural colors to suit the individual, 
an astringent, and a liquid cleanser for those with 
skins too sensitive for ordinary soap. The prepa- 
rations are to be sold to only one account in a 
city. Either Mr. DeLong himself or one of his 
professional make-up artist assistants goes to the 
store to introduce the line and give the sales girls 
a complete course of instruction in make-up. 

At his New York studio at 665 Fifth Ave., attrac- 
tively furnished in gray and,rose, Mr. DeLong 
interviews and makes up individual clients. He is 
scheduled to give groups of lectures throughout the 
country, one group being arranged primarily for 
photographers, movie and television cameramen 
and others professionally interested. 

He still travels back and forth from Hollywood 
to New York. 
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IMPROVING 
PRODUCTION 


by RALPH H. AUCH, A.B., Cu.E. 


GADGETS 

Every manufacturing, package assembly and 
shipping floor has its quota of gadgets. These 
devices are the handiwork of the workers them- 
selves; some have a mania for devising them. 

They will run the gamut from trick door stops 
and window shade holders through container 
guides, holders and rests and intricate devices on 
machinery and equipment, to simple carton deflec- 
tors and electric light reflectors and shades. A few 
are excellent, some not so good, some valueless, 
and another few actually dangerous. 

Each such make-shift should be carefully evalu- 
ated. Those of positive value should be put on a 
workmanlike basis and adopted. Those showing 
promise should be developed to practical form 
and utilized. Those that are valueless or danger- 
ous should be thrown out and their use forbidden. 


ALKALINITY AGAIN 


Requests have come for further comment on 
alkalinity of bottles from those who find it trouble- 
some. As stated earlier, it first gave us concern 
over two decades ago in packaging the original 
underarm deodorant. Among others who have en- 
countered it and taken corrective steps are such 
diversified packagers as packers of ampules and 
nut meats. The latter encountered an _ unsightly 
white deposit of soap formed by reaction between 
the free alkalinity of the glass and the nut oils. 

Another addition to the corrective steps con- 
tainer manufacturers are taking, which have pre- 
viously been discussed, is one that the user can 
employ. It consists of preparing the usual labora- 
tory glass cleaning solution of sulphuric acid and 
potassium or sodium dichromate. A weak solution 


A high degree of accuracy—at minimum production cost—is upheld at the Coty factory by a steady employment program 


of about one ounce of cleaning solution per gallon 
of water is used as a rinse followed by flushing or 
washing with plain water. 

\ rapid method of determining the free alkalin- 
ity of containers is briefly outlined: 

Rinse the bottle with neutral distilled water. 
Almost fill the bottle with distilled water and stop- 
per securely. Place in autoclave and bring to 15 
pounds pressure in half an hour; hold for another 
hour and drop to atmospheric pressure in half an 
hour. Shake the bottle, withdraw 100 cc. into an 
erlenmeyer flask, add methyl red indicator and 
titrate while hot with fiftieth normal sulphuric acid. 

For comparative purposes the burette reading to 
tenths of cubic centimeters can be considered a 
whole number. The specification or standard can 
he established based on the safe limit well below 
the point where trouble is experienced with the 
given product to be packaged in the container. 


STEADY EMPLOYMENT 

There is no substitute for full-time, steady em- 
ployment under good working conditions, in the 
eyes of the average worker. Those employers who 
recognized this and did something about it have 
had little or no labor trouble. And now with the 
unemployment insurance laws they are alli set. 

There is nothing new about it. In fact, it has 
been little short of religion with us for over twenty 
years. In two plants at different times, it has been 
accomplished when the management felt it simply 
could not be done. It can only be predicated upon 
intelligent planning with the help of careful esti- 
mates provided by the sales department. 

It simply does not make sense to expect pains- 
taking thoroughness and efficient high production 
on the part of employees today when they get a 
lay-off tomorrow. Likewise, production is bound 
to suffer this week if there is a shut down or short 
hours staring them in the face next week. 

And there are many “by-products.” Fewer em- 
ployees, less supervision required, less social secur- 
ity and unemployment insurance, less janitor ser- 
vice, less time-keeping, fewer accidents, smaller 
locker rooms, less vacation pay, lessened peak pro- 
duction capacity required, is to name a few. 
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OIL CANANG 
JAVA 


Confusion with ylang ylang oil .. . 




























Sources, harvesting, distillation, adul- 
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In the harvesting of cananga flowers, the native boys tear the flowers from the trees 


- TC * 1 by means of a little hook made from buffalo bone which is attached to a bamboo pole 
by DR. ERNEST GUENTHER 


Chief Research Chemist, 
Fritzsche Brothers, Inc., New York, N. Y. 


Some confusion seems still to exist regarding oils 
ylang ylang and cananga because both are distilled 
from different varieties or subvarieties of Cananga 
odorata Hook f. et Thomson, the botany of which 
is open to discussion. 

Cananga odorata is a native of tropical Asia and 
occurs in several none too well defined varieties 
throughout India, Ceylon, British and Dutch Ma- 
laya, Siam, Indo-China, and the Philippine Islands. 
Years ago plants from the Philippines were im- 
ported to Réunion Island where a new ylang ylang 
oil industry developed and, spreading to Madagas- 
car, Nossi-Bé and the Comoros, almost brought 
about the collapse of the once flourishing Philippine 
ylang ylang oil industry. It may be assumed with 
some certainty that Cananga odorata is not indig- 






enous to Réunion, Madagascar and the adjacent 
islands. Agile young boys of the village do most of the harvesting; it is dangerous work be- 





















In the Philippines, Réunion Island, Madagascar cause the brittle branches may break under the harvester's weight with fatal results 
and the neighboring islands, the fragrant flower of 
Cananga odorata is called ylang ylang, while the 
varieties occurring in Java are called “kenanga” 
or “kananga” by the natives. From this native name 
the botanical designation is derived. 

Aside from this purely geographical differentia- 
tion between ylang ylang and cananga oils, there 
are also differences in regard to botany and meth- 
ods of distillation. 

Some years ago Dr. A. Hischmann of Batavia, one 
of the leading experts on Java essential oils, planted 
in his garden in Batavia, under identical condi- 
tions, seeds of native cananga trees and seeds of 
ylang ylang imported from Manila. After a few 
years the native trees had reached almost twice the 
height of the Manila tree; the leaves of the Manila 
tree were much smaller. Distilling the flowers of 
the two trees separately, Dr. Hischmann obtained 
oils of marked difference. 

According to W. Bobiloff', there are several sub- 
varieties of Cananga odorata growing in Java; for 










1 De cultuur van Cananga odorata en de mogelijkheid 
der bereiding van Ylang-Ylang olie in Nederlandsch-Indie. A typical Chinese shop in Cheribon, Java, where cananga oil is sold for exportation to 


Tevems ig 099 . ° ° es ° 
Teysmannia, 1922. Chinese or European brokers in Batavia; government supervision checks adulteration 
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instance, C. toelen, C. kerbo and C. teri, but Bobi- 
loff's findings, while probably botanically correct, 
are open to some doubt in regard to distillation 
and proper evaluation of the oil as far as odor is 
concerned. A. Hischmann® holds that there are sev- 
eral subvarieties of cananga in Java, all quite dif- 
ferent from the Cananga odorata cultivated and dis- 
tilled in the Philippine and Madagascar islands. 
CAUSES OF DIFFERENCES 

The difference between oil of cananga Java and 
oil of ylang ylang as produced on Réunion, Mada- 
gascar, Nossi-Bé, Comoro and _ the Philippine 
Islands, must be attributed not to one, but to 
several causes: 

1. The botanical difference between the different varieties 
and subvarieties of Cananga odorata. 

2. The different climatic and soil conditions prevailing 
in the various countries. 

3. The vast difference in methods of distillation. While 
distillation in Réunion, Madagascar and the adjacent islands 
is carried out by a process of fractional steam distillation 
and usually in quite up-to-date, often the most modern 
apparatus, production of cananga oil in Java is entirely in 
the hands of natives or Chinese who use very primitive 
apparatus and distill the oil in a single, very long process, 
without any fractionation. 

4. In Réunion, Madagascar and neighboring islands, 
only one subvariety of flowers is grown and distilled, while 
in Java the oil is produced from a mixture of several 
varieties or subvarieties of Cananga odorata. 

5. In Madagascar, etc., only the fully developed flowers 
are selected and carefully harvested by hand from topped 
trees, while in Java all kinds of cananga flowers—green 
and yellow ones—are beaten and torn from very tall trees, 
without any regard for maturity. 


Most likely it would be possible to produce in 
Java an oil of ylang ylang, provided the proper 
subvarieties were carefully selected, the flowers 
properly harvested and distilled according to the 
* Private communication. 


Before the harvest reaches this local shop dealer, it goes 


through three hands: the grower, middleman, and the distiller 


process of fractionation as employed in Mada- 
gascar. Experiments of Dr. D. R. Koolhaas, made 
in 1932/1935 but not pubished, fully bear out this 
contention. 


WHY YLANG YLANG IS NOT DISTILLED 


There exist in Java not only one but probably 


several subvarieties from which ylang ylang oil 
could be distilled, but this has never been accom- 
plished on a large scale for the following reasons: 


1. Cananga odorata trees in Java have never been cul- 
tivated in large numbers. The trees are usually scattered 
and often far distant from the distilleries, where the 
flowers arrive sometimes in a partly fermented condition. 
They are rarely fresh enough to serve for the production 
of good oil. 

2. There are very few localities in Java with suitable 
soil where a great number of Cananga odorata trees could 
be grown. The areas suited for the growing of cananga 
are not large enough for extensive plantings and, there- 
fore, the trees occur only in small groups. All experi- 
ments undertaken in Java with a view to starting large 
plantations of cananga have met with the same difficulty. 

3. In Madagascar, etc., the trees are topped to facilitate 
harvesting and careful selecting of the developed flowers, 
while in Java the trees are allowed to grow to great 
heights, ranging sometimes from 90 to 100 feet. This 
feature prevents careful harvesting of the proper flowers. 
Green and yellow flowers indiscriminately are beaten down 
from the trees with sticks or torn off with long bamboo 
poles. 

4. In Madagascar, etc., many of the distilleries are man- 
aged by European concerns, while in Java the growers are 
almost exclusively natives or Chinese who cannot be 
persuaded to select carefully the proper flower material. 

5. The traditional process of distillation as carried out 
in Java is so extremely crude that even the best flowers 
would yield an inferior oil. 

6. Commercially speaking, there has never been a de- 
mand for Java ylang ylang oil but always for a low priced 
cananga oil. 

In the cooler altitudes above 500 meters sea level, 
Cananga odorata grows very slowly and does not 


Trees over 20 years old are about 100 ft. high, yielding about 
300 kilos of flowers; a 7-year-old tree yields from 30 to 100 
re 











bear many blossoms, while in the plains it de- 
velops a mighty crown. 


PLANTING AND CULTIVATING 


Cananga odorata is seldom planted in Java. 
Propagation usually takes place spontaneously by 
fruit blown off the trees or by birds eating the fruit 
and dropping the seed. Sometimes a native may 
find a spontaneously growing young tree or a small 
plant and simply transplant it into his garden 
without any special care. More rarely and only 
when cananga prices are high, do the natives plant 
directly from seed, using for this purpose one-year- 
old seed. No fresh seed is used for planting be- 
cause it does not seem to develop. 

During the rainy season the seed is simply 
planted into holes in the ground and fertilized with 
cow dung. The young trees grow more or less 
rapidly according to condition of climate and allti- 
tude. In higher altitudes the first harvest may be 
obtained after seven to ten years, while on the 
plains it takes the trees only a few years to grow. 
If the deep taproot of cananga hits upon hard sub- 
soil, the crown cannot develop. A seven-year-old 
tree may bear from 30 to 100 kilos of flowers per 
year, while a fully developed tree may produce up 
to 300 kilos, subject to the influence of climate and 
altitude. Trees reaching an age of more than twenty 
years grow 90 to 100 feet high. 


HARVESTING OF CANANGA 

There exists no well defined, fixed harvesting 
season, as this is entirely dependent upon rain and 
sunshine. There may be two, sometimes up to six, 
harvests yearly. Climatic conditions in Java are 
irregular and differ in various sections, rainfalls 
being more local than general. As a rule, it can 
be said that new flowers are formed only after a 
marked change of weather brings another flower- 
ing season. Since these changes are irregular, it is 
impossible to count on regular harvesting seasons. 

Conditions differ somewhat in the two main cen- 
ters of cananga production in Java—Bantam and 
Cheribon. In the former, the main harvest usually 
takes place during the rainy season from October 
to December, while a medium-sized harvest may be 
reaped from January to February and a_ small 
harvest from June to July. . 

Generally speaking, the growers harvest when- 
ever there are sufficient flowers on the trees to make 
distillation worthwhile. They do not care whether 
the flowers are still green and undeveloped or yel- 
low and developed. In fact, there seems to be a 
tendency to pick the green flowers, which practice, 
however, results in a detrimental effect upon the 
quality of the oil. The natives, always in need of 
cash, are not willing to wait until the flowers have 
developed, when a better product could be obtained. 

Because of the great height of the trees and the 
extreme brittleness of the wood, harvesting of 
cananga flowers is a very difficult and sometimes 
quite dangerous task. The natives, usually the 
young boys of the village, climb the trees, step on 
the thicker, more solid branches, and with long 
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bamboo rods, like fishing poles, provided on one 
end with a sort of tiny, sharp-edged propeller made 
from a bone of the water buffalo, tear the flowers 
off the outer branches. The flowers dropping to 
the ground are collected. It is dangerous work 
because the brittle branches sometimes break under 
the weight of the harvesters and cause fatal acci- 
dents. In order to make climbing easier, especially 
after rainfalls when the wood is very slippery, high 
bamboo rods, each six inches thick and provided 
with step-like incisions, are permanently lashed to 
the trees. On these “ladders” the agile natives 
climb into the base of the crown, from where they 
can reach the outer branches with their long bam- 
boo rods. 

Heavy tropical showers and storms occasionally 
damage the flower crop, while a sudden drought, 
causing the flowers to shrivel, may be even more 
disastrous. 


OWNERSHIP OF THE TREES AND ECONOMIC SETUP 

Most of the cananga trees belong to small scale, 
native growers who sell their flower harvest through 
flower brokers or middlemen to the native or 
Chinese distillers. Frequently money is advanced 
by the middlemen to the tree owners against the 
harvest; the owners also mortgage or rent out their 
few trees to middlemen who often are financed by 
the distillers. The latter, in turn, are financed by 
native or Chinese local dealers who sell the oil to 
Chinese or European brokers in Batavia. Thus, 
the oil passes through several hands before finally 
reaching the exporters. 


STEARYL ALCOHOL 


SINCE writing the article on “Higher Fatty Alco- 
hols in Cosmetics” published in The American Per- 
fumer, February, 1939, the author has carried out 
a lengthy research to determine the relative merits 
of cetyl and stearyl alcohols, the latter alcohol hav- 
ing at last become available in commerce in a tech- 
His findings 
have been published in pamphlet form by Ron- 
sheim and Moore, of 1, Crutched Friars, London, 
E.C.3, together with a selection of approved for- 
mulae worked out in his laboratory. 


nically pure grade, melting at 52°C. 


Stearyl alcohol is found, in general, to be su- 
perior to cetyl alcohol for three main reasons: 

1. It facilitates the absorption of water by other 
suitable lipoid mixtures better—this property no 
doubt being due to the fact that the opposing —CH, 
and —CH.OH groups are further apart in stearyl 
than they are in cetyl alcohol; 

2. It is a more economical stabilizer for creams 
of the O/W type than is cetyl alcohol, since lower 
proportions are necessary to ,produce a given in- 
crease in viscosity, and the same is true when 
stearyl alcohol is used in unemulsified lipoid mix- 
tures, such as lipsticks and so-called liquefying 
cleansing creams. 

3. In certain products it gives a better, more 
matt finish.—H. Stanley Redgrove. 
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STORING FATS 
AND SOAP CHIPS 


Practical suggestions for preventing 


discoloration, rancidity and corrosion 
by PAUL I. SMITH 


Sror AGE problems of one kind and another are 
continually cropping up. It is, therefore, of inter- 
est to consider some of them, if only briefly, and to 
survey the best methods of storing the most common 
fats and soap chips. 

The importance of correct storage cannot be over- 
emphasized as it not infrequently happens that 
discoloration, in the form of spotting, and even 
rancidity can be directly traced to improper stor- 
age methods. Usually these troubles may be linked 
with the presence of free iron or copper in the fat, 
or oxides and salts due to the corrosion of the tank. 


DANGER FROM CORROSION 

This corrosion can be caused in several ways and 
moisture, free fatty acids and the impurities intro- 
duced during the earlier bleaching processes will 
all attack the steel plates of the average tank. Such 
an attack may be insidious and not noticed fot 
years, or it may be that considerable damage will 
be caused in a relatively short time. It is well to 
point out, however, that even minute quantities of 
free metal can accelerate by catalytic action unde- 


sirable rancidity changes. 


CORROSION PROOF TANKS 


It is now becoming usual with the larger manu- 
facturers to use tanks made of Monel metal. nickel, 
stainless steel or one of the new aluminum alloys. 
The availability of Nickel-Clad Steel, which has a 


cladding of nickel bonded firmly to one side of a 
steel plate, has made possible construction of large 
corrosion-resistant storage tanks at economical cost. 
These are completely immune to the attack of all 
corrosive agents likely to be present in the fats and 
can be relied upon to give an extremely high degree 
of protection. For complete protection the use of 
glass-lined tanks is recommended and these are par- 
ticularly serviceable for keeping pure fatty acids 
intended for shaving soaps, creams and other high 


erade toilet preparations. 
: | 


RESINS TO PREVENT CORROSION 

Where the initial outlay of corrosion resisting 
alloys and glass is ruled out for reasons of econ- 
omy, the manufacturer is recommended to make use 
of a synthetic resin for coating the surface of ordi- 
nary steel or iron tanks. The resin, in the form 
of a varnish-like compound, is brushed on and 
bonded to the prepared surface of the tank by a 
special baking process, so as to give a hard, flexible, 
non-chipping, glass-like surface. With the new proc- 
ess ease of cleaning and sterilization is assured, as 
the surface is smooth, 


o 
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lass-like and non-porous, 
usually only hot water and a brush are needed for 
sterile cleaning, but steam sterilization may be em- 


ployed if desired. 
TESTING ALL FATS IN STORAGE 
The closest control by means of organoleptic and 


laboratory tests should be kept on all fats in store, 
particularly commercial tallows, lards and greases 


Tanks lined with Monel metal are immune to the attack of 
corrosive agents; photo from International Nickel Co. 


39 





which are frequently slightly rancid by the time 
they reach the factory. 


In the case of the more 
rancid fats, it is often advisable to add preservatives 
or anti-oxidants to prevent further deterioration. 


RANCIDITY ACCELERATED BY RE-HEATING 

Rancidity may be greatly accelerated by con- 
tinual re-heating of the fat, and this is particularly 
the case with cocoanut oil. Thomssen and Kemp, 
in Modern Soap Making, state that it is a distinct 
advantage to store cocoanut oil in several small 
tanks instead of one large one. This eliminates the 
necessity of heating up the entire lot of oil when a 
smaller quantity is required. Knowledge of the 
idiosyncrasies of the various oils is useful and en- 
ables adoption of the storage methods to meet spe- 
cial requirements. 


STORAGE OF TALLOW 


Tallow usually comes to the soaper in large tank 
cars and the fat is melted by steam coils and con- 
veyed to the storage tanks by air pressure. It fre- 
quently happens, however, that both tallow and 
fatty acids are delivered in barrels and kegs and 
stored in the factory yard until required. Wooden 
kegs or barrels are preferable to those made of 
iron which frequently causes discoloration. The 
disadvantage of wooden kegs is that when left out 
in the yard and exposed to the elements, the staves 
are liable to warp and so spring leaks. A writer 
in Seifensieder-Zeitung, 65, 436 (1938) states that 
iron drums can be improved by coating with zinc 


or lead. 


CHLORINATED RUBBER LINING 


Aluminum containers are highly suitable, but 
naturally a good deal more expensive than those 
made of wood. It has been suggested that chlori- 
nated rubber could be used for lining iron drums. 
Suitably plasticized, chlorinated rubber forms films 
of excellent tensile strength. With plasticizers used 
to the extent of 25 per cent of the film, chlorinated 
rubber films of approximately 0.001 in. thickness 
show tensile strength ranging from 3,700 lb. sq. in. 
with tricresyl phosphate as plasticizer, to 1,600 lb. 
sq. in. with amyl stearate. Chlorinated rubber is 
quite economical to use for the hot lining of both 
wooden kegs and iron drums. In the former case 
it prevents leakage of the oil even if the wood does 
warp or shrink. 


STORING SOAP CHIPS 

Soap chips are usually stored in bins or sacks 
which are kept in a dry, warm warehouse. The best 
method of storage is to keep the chips in air-tight 
bins or hoppers which are preferably insulated so 
as to keep the soap at a uniform temperature. John 
Glenn, in Soap, July, 1938, stresses the importance 
of avoiding a drop in the temperature of the chips 
before milling. He states that the temperature 
should not be below 25 deg. C. 


Furthermore, unless 
a considerable amount of water is added during the 
mixing process, the soap refuses to pass easily 
through the mill. 


This disadvantage often makes 
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itself felt during the winter months and _ results 
in overloaded motors or in slipping drive belts. 
Chips stored in bags during hot weather should 
be kept covered with slightly damped sacking to 
avoid undue drying. The writer considers that 
where possible, all hoppers and bins should be cov- 
ered with aluminum foil which is one of the light- 
est and most efficient mediums of heat insulation. 


TO REMOVE RUST FROM METALS 


To remove rust from metals, Dr. C. F. Mason, in 
Chemical Industries recommends the 
glycerine-containing preparation. 


following 
The preparation 
is a paste and is particularly suited for use in inac- 


cessible engraved surfaces. It is composed of: 


Oxalic acid ...... i.e 
Phosphoric acid 20 
Glycerine , . 10 
Ground silica ote wae 


The paste is applied to the rusted area, and after 
being allowed to stand in a warm place for fifteen 
to twenty minutes, is then washed off. 
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Soap Materials Market 


SAM MMMM i 


Tallow and Grease 


Tallow, New York, Special .05%c. Edible, New York 


05%ac. Yellow grease, New York, .04%c.-.05c. White 
grease, New York, .05%«c.-.05 4c. 

Rosin, New York. 
Gum B. 4.60 I 6.20 
D 5.00 K 6.25 
E 5.25 M 6.40 
F 5.50 N 6.45 
G 6.10 W. G. 7.20 
H 6.20 W. W. 7.65 
Starch, Pearl, per 100 Ibs. 2.55 - 2.85 
Starch, Powdered, per 100 lbs. 2.65 - 2.85 
Stearic acid, single pressed, per lb. a0 « 
Stearic acid, double pressed, per lb. 10%- .11% 
Stearic acid, triple pressed, per lb. 13%- 14% 
Glycerine, C. P., per lb. 14%- 15 
Glycerine, dynamite, per |b. zi nom. 
Oils 
Cocoanut, edible, per |b. 08 Ys 
Cocoanut, Manila, crude, per lb. 03s 
Palm, Sumatra, per |b. .027 
Palm, Niger, per lb. 03%- .03% 
Palm, Kernel, per lb. 036 =nem. 
Cotton, crude, per |b. 081% 
Soya Bean, crude, per |b. 061 - .065 
Corn, crude, per lb. 05%- .06 
Castor, blown, one-way drums 10% 
Castor, No. 3, per lb. 08% 
Peanut, crude, per lb. 05%- .05% 
Peanut, refined, per lb. O8%- 09 
Olive, denatured, per gal. 83 - 84 
Olive Foots, prime green, per lb. 07 - 07% 
Chemicals 
Soda, Caustic, 76 per cent, per 100 dbs. 2.95 
Soda Ash, 58 per cent, per 100 lbs. 1.10 
Potash, Caustic, 88@92 per cent, per |b.. .07 
Potash Carbonate, 83085 per cent, per lb. .05% 
Salt, common, fine, per ton 15.00 -19.70 
Sulphuric acid, 60 degrees, per 100 lb. 1.25 
Sulphuric acid, 66 degrees, per 100 |b. 1.50 
Borax, crystals, 80 tons min., dlvd., ton 58.00 
Borax, granular, 80 tons min., dlvd., ton 53.00 
Zinc oxide, American, lead free, per lb. 06%- 07% 
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THE AMERICAN PERFUMER 


FL.E.M.A. Adopts New 
Constitution at 30th 


Colorful Convention 


Carefully arranged program draws rec- 


ord attendance and many new members 


Dr. Clarke E. Davis 
President 


John H. Beach 
Ist Vice President 


E. Leidy Brendlinger 


Secretary 


Leslie S. Beggs 
2nd Vice President 


An increase in membership of 334 per cent in 
two years, through the energy of John Beach, Dr. 
Clarke E. Davis, William F. Fischer, the members 
of the excutive board, and a new membership 
record of 187, was signalized by a record attendance 
at the thirtieth annual meeting of the Flavoring 
Extract Manufacturers’ Assn. in the Hotel Pennsyl- 
vania, New York, N. Y., June 5, 6 and 7. 

The new officers are: 

President, Dr. Clarke E. Davis 

First Vice President, John H. Beach 

Second Vice President, Leslie Beggs 

Third Vice President, William F. Meyer 

Secretary, E. L. Brendlinger 

Treasurer, L. P. Symmes 

Executive Secretary and Counsel, John S. Hall 

Additional members of the executive committee 
are: George H. Burnett, George M. Armor, Francis 
Dodge and S. W. Foulser. 

The latest and most authoritative information on 
labeling and compliance with the law was given in 
speeches by governmental and other experts, and in 
the executive session on Wednesday, reports of the 
standard committee and legislative committee re- 
ceived careful consideration. The new constitution 
was adopted. Due to the fact that this publication 
was on the presses when the meeting opened, more 
complete details of the meeting will have to be 
deferred until the next issue. 


ADVANCE CHECK UP MEETING 

\s a final check up a meeting of the executive 
committee consisting of L. P. Symmes, Clarke E. 
Davis, John H. Beach, E. L. Brendlinger, Leslie 
Beggs, John S. Hall, George M. Armor, George 
H. Burnett, John A. Handy and W. F. Meyer was 
held Sunday afternoon up to 5 oclock when a 
general meeting of all convention committees was 
called by Dr. Clarke E. Davis to go over all of the 
details of the convention in advance to see that 
everything was arranged to run smoothly. Fol- 
lowing this an informal reception was held at the 
hotel under the direction of Mrs. Lillian M. Beach. 

The following morning the convention was 
opened by President Leland P. Symmes who read 
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his annual report, after which John S. Hall, execu- 
tive secretary and counsel gave his report. This 
was a fitting introduction to the discussion of the 
federal food, drug and cosmetic act by Ole Salthe, 
consultant to the administration. Questions were 
asked and answered. Leslie S. Beggs then gave the 
treasurer's report and James Hoge of the Proprie- 
tary Association also spoke on the application of 
the law. 

In the afternoon the annual golf tournament was 
held at the Garden City Country Club; and in the 
evening all members and guests gathered at the 
Merrie England pavilion at the World’s Fair where . 

; : 7 eland P. Symmes John S. Hall 
a night club dinner was arranged. While the men Semenne fuse. Sosy & Counsel 
were establishing new records of various kinds on 
the golf links the ladies enjoyed the attractions at 
the World’s Fair. 

The first golf prize for low gross went to Albert 
C. Burgund. He was also awarded the F.E.M.A. cup 
for one year. If he succeeds in winning it next year 
also, it will be in his custody permanently. Other 
prize winners were: C. F. Trombley, J. F. Whites- 
carver, Ray Caulk, Philip Heuisler and Clark C. 

Nowland. 


ALCOHOL TAX REVISION 
George H. Burnett W. F. Meyer 


Executive Committee Executive Committee 


Important matters taken up at the Tuesday busi- 
ness session included the report of the alcohol tax 


revision committee by George H. Burnett and an 
exposition of the alcohol tax and regulation by 
Dr. James M. Doran. Both were of particular in- 
terest on account of the proposed bill to lower the 
tax on non-beverage alcohol. Dr. Charles E. Van- 
derkleed who has been actively associated with food 
and drug legislation discussed the federal act as it 
is applied to drugs. A most interesting and in- 
formative discussion on the labeling of flavoring 
extracts then followed by J. W. Sale, senior chemist 
of the Food division of the Dept. of Agriculture. 
Answers to definite questions on labeling made the 


a - an George Armor Francis Dodge 
discussion of particular value. tinitiiiinen iieamiiios See dae 


In the afternoon the men divided their time be- 
tween playing golf, tennis and bridge, ball games 


Genial informality, even in the manner of dress, was the keynote of the Annual Banquet of the F.E.M.A. at Hotel Pennsylvania 
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and other forms of recreation while the women 
spent the day at the Fair which was known as 
Flavoring Extract Day. In the evening the colorful 
banquet was held. A reception arranged by Fred- 
erick Steckman, chairman, and 
the members of the banquet 
committee was held prior to 
the dinner on the foyer of the 
banquet hall on the roof. Eve- 
ning dress was banned; and 
garbed in light summer attire, 
every one had a most enjoy- 
able time. Former Governor 
Nice of Maryland, a personal 
friend of George Armor, was 
chief speaker at the banquet. 4. ©. Burgund won 
Honor guests included Dr. the F.E.M.A. Cup 


Walter H. Eddy and Prof. 


Arthur W. Thomas both of Columbia University. 


SCIENTIFIC PAPERS CONSIDERED 

The session Wednesday morning included the 
reports of the legislative committee by C. L. Fard- 
well; of the standards committee by Dr. Bernard 
H. Smith; of the scientific research committee by 
Dr. Frank M. Boyles; and of the bulk sales pro- 
motion committee by A. R. Turner. Howard W. 
Chenoweth also read a paper on “Qualitative Test 
for Ethyl Vanillin.” 

The association is in favor of the new food, drug 
and cosmetic law and pledged its support and 
cooperation to the Food and Drug Administration 
in an appropriate resolution. 

The balance of the day was spent by the visitors 
in making sightseeing trips about the city, in visit- 
ing the Fair and in attending the theatre. 

New members of the Flavoring Extract Manu- 
facturers’ Association are: American Food Lab- 
oratories, Inc., T. H. Angermeier, Billings & Gage 
Mfg. Co., Carbide & Carbon Chemicals Corp., Davis 
& Co., Forst Products Co., Furst McNess Co., Gen- 
eral Drug Co., Globe Extract Co., International 
Confectioner, National NuGrape Co., Polak & 
Schwarz, Inc., S. E. Shaffner, James B. Long & 
Co., Penrith-Akers Mfg. Co., Confectionery & Ice 
Cream World. Reinstated members are U. 5. Print- 
ing & Lithograph Co., and National Folding Box 
Co. The following have been transferred from 
associate to active membership: S. Gumpert & 
Co., John N. Hickok & Son, George Lueders & 
Co., Polaks Frutal Works, Inc., and National Ani- 


line & Chemical Co. 


INVOICE GUARANTEE FORM 


A SIMPLE form of guarantee for use on invoices 
has been suggested by the Drug, Chemical and 
Allied Trades Section of the New York Board of 
Trade. The guarantee follows: 

“We hereby guaranty that articles of our manu- 
facture which are listed on this invoice are not 
adulterated or misbranded at the time of their sale 
by us, within the meaning of the Federal Food, 
Drug & Cosmetic Act of June 25, 1938.” 

In view of the fact that under Section 15 (a) of 
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the Wheeler-Lea Act “labeling” is specifically 
exempt under the term “fz'se advertisement,” it is 
believed by some that no reference to this legisla- 
tion is necessary in any guaranty. 


COLOR HEARING JULY 5 


ON July 5, 1939, at 10 a.m. in room 1039, Depart- 
ment of Agriculture, South Building, Independence 
Avenue between 12th and 14th Sts., S.W., Wash- 
ington, D. C., a public hearing will be held for 
the purpose of receiving evidence upon the basis 
of which regulations may be promulgated amend- 
ing those appearing in the Federal Register for 
May 9 by changing certain specifications of some 
of the listed colors and adding other coal-tar colors 
to the list. 

All interested persons are invited to attend this 
hearing and offer relevant evidence. In lieu of 
personal attendance affidavits may be mailed, so as 
to be received not later than July 5, to the pre- 
siding officer, Mr. Frank S. Hassell, Room 2313 
(A), South Building, Department of Agriculture, 
Washington, D. C. The lack of opportunity for 
cross-examination will be taken into account in 
the consideration of such affidavits. 

The hearing will be conducted in accordance with 
the Rules of Procedure for Hearings Required 
Under the Federal Food, Drug, and Cosmetic Act 
as published in the Federal Register of January 
13, 1939. 

The new coal-tar colors proposed for addition to 
the list, and the change in specifications, are pub- 
lished in the June 3, 1939, issue of the Federal 
Register, which can be obtained from the Super- 
intendent of Documents, Government Printing 


Office, Washington, D. C. 
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Havor Materials Market 


Lemon Oil Stronger 

While many had first believed the advance in 
Italian lemon oil in April had been extended too 
far, the market following a setback early last 
month developed renewed strength as the result of 
further buying at the source. The new crop in 
Italy has been completed, and supplies are no more 
than normal. California lemon oil held firm on 
the basis reached during the recent sharp advance 
in prices. There are ample stocks of the domestic 
article. Suppliers are carrying a good volume of 
forward business on their books, however, and in 
the event of a prolonged spell of hot weather over 
the coming season, substantial quantities are likely 
to be needed. 

Another highly interesting development was an 
advance in California expressed orange oil. Prices 
had been far too low, according to producers. They 
are still considerably below the quotations prevail- 
ing on other varieties of orange, and with the 
heavy consuming season nearby they should go a 
long way in encouraging sales. 
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ew TOILET GOODS 


Cosmetic Group: An unusually well 
prepared line of cosmetics has been 
launched by Garb-o-Beauty, Inc., to 
retail at a reasonable price—each 
item at the same figure, in fact. The 
full line, which is the result of two 
years of constant work, consists of 
silk-screen sifted powder and pow- 
der base, lipstick and rouge in match- 
ing shades, as well as all-purpose 
cream. Attractive, sturdy containers 
in white with brilliant red trimming 
are used and all the jars are sealed. 
The powder box has a velour puff. 


Body Duster: A gay, practical item 
for body powdering is the new body 
duster offered by Fabergé, Inc. The 
powder is contained in a transparent 
crystal handle, hollowed out to hold 
about a month’s supply, and sifts 
through a soft, South American goat’s 
hair brush. A transparent cylindrical 
canopy fits over the duster to keep 
it clean. The transparent brush han- 
dle, of course, reveals the amount of 
powder on hand. Powder refills are 
separately wrapped in transparent 
cartridges and are easily inserted. 


House Perfumer: In harmony with 
the newest decorative trends in the 
home, the Fragrantaire Co. offers at- 
tractive wall brackets into which its 
house perfume is filled. The perfume 
is poured into a special groove; the 
first application is absorbed quickly 
but after that, refilling is necessary 
only every few days. Five forms 
adaptable to many styles of furniture 
are offered at present, namely, a clas- 
sic vase, a modern piece, reproduc- 
tions of a chrysanthemum and a 
rosette, and the face mask of a wo- 
man. They are made in antique ivory 
or white finish. Fragrantaire per- 
fume, a special concentration of es- 
sential oils, is available in fifteen 
odors, among them being sandalwood, 


mountain pine, bouquet, rose, etc. 


Sun Shade: Sombrero Sun Shade, a 
non-oily, non-greasy lotion which al- 
lows the body to absorb the health- 


giving sun rays and yet screens the 
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skin from burning, is offered by Ross 
& Rowe, Inc. The lotion, which is 
smooth, white and unscented, was 
tested in laboratories during the past 
Florida season; and it is reported 
that technical spectrographs showed 
that 95 per cent obscuration of the 
burning sun rays, falling between 
2875 and 3100 Angstrom units, was 
obtained with a film of Sombrero 
1/250 in. thick. Continuous exposure 
over a period of four hours gave bet- 
ter than 88 per cent protection, it is 
added. The lotion bottle, capped in 
white plastic, has a decorative label 
in gay beach colors. 


Liquid Lipstick: A greaseless liquid 
lipstick that gives a becoming glisten 
to the lips is offered by Glam-R-Girl 
Cosmetic Co. The lipstick has been 
tested and approved, the makers state, 
and will not come off on anything. 
Three shades are offered: Coral 
(light), Ruby (medium), and Garnet 
(dark), and in addition, a liquid re- 
mover. 


Permanent Waving Cream: A per- 
manent waving preparation in cream 
form is now replacing the regular lo- 
tion used for waves at the Moliere 
Beauty Salon of Bloomingdale’s De- 
partment Store—exclusive agents here 
and abroad. The new cream, called 
No. 1 A, is claimed to be as soft as a 
fine face cream and to give absolute 
assurance against burning. Also, the 
hair will not break off when the 
cream is used, it is stated, which con- 
siderably reduces the problems in- 
volved in permanent waving bleached 
or dyed hair. It may also be applied 
directly over an old permanent with 
satisfactory results. 


Deodorant Compact: A compact 
with Odorono deodorant in com- 
pressed powder form and a puff is 
offered for away-from-home emer- 
gency use. The deodorant powder 
has a slight tendency to check per- 
spiration, it is claimed. The case, 
made of Monel metal, slimly designed, 
will fit easily into the purse. 
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EDITORIALS 


MR. BROOKS POSES A QUESTION 
AT THE suggestion of President Herman Brooks, 
the Toilet Goods Association passed a resolution 
asking the Federal Trade Commission to cease 
issuing news to the press about the complaints it 
makes. Other organizations have passed similar 
resolutions. Their purpose is to prevent publicity 
on untried charges which may, and possibly at 
times, does harm innocent defendants. Strong lan- 
guage—perhaps too strong—was used in describ- 
ing the effect of the publication of these releases. 
The bad features were stressed. While no one ques- 
tions the sincerity of the men who condemn the 
practice, can it be said that the reasons for and 
the wisdom of issuing releases on complaints were 
given the consideration they deserve? 

First of all, the releases are reports of proceed- 
ings initiated by the Federal Trade Commission. 
As such it must be conceded they are of importance 
to the trade. A striking example is the complaint 
against Luxor which the Toilet Goods Association 
itself deemed important enough to make the sub- 
ject of a special bulletin. There were others too; 
good ones. Perhaps editors were governed by the 
same reasoning which led the thoughtful men of the 
association to give publicity to these releases? 

A check-up discloses that publications in each 
case distinctly stated that it was a complaint only. 
It is difficult to see how any one can read into 
these anything more than an accusation against a 
particular company; but the nature of the com- 
plaint is of importance to the trade otherwise—else 
why the bulletins on them from the association? In 
most cases the disposition of the complaint was fol- 
lowed up in subsequent issues. 

A more potent reason for opposing censorship 
often hard to fully appreciate until it is too 
late— lies in another direction. The roots of the 
21 safeguards in our Federal Constitution for the 
preservation of civil rights and the protection of 
the accused in criminal cases lie deep in the his- 
tory of jurisprudence. Secret trials, star chamber 
proceedings, condemning a man to prison without 
making him aware of the charge against him or 
by whom, and other oppressions were abuses 
guarded against here by the men who framed the 
Constitution. They knew that wrong-doing—includ- 
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ing judicial and administrative lapses—thrives in 
darkness. Publicity is light. 

As constituted, the Federal Trade Commission is 
a body of high minded honorable men. Suppose 
some time that it were not. But regardless of that 
is it wise to encourage any governmental agency 
with quasi-judicial powers to function except in 
broad daylight where all of its public proceedings 
are subject to the scrutiny and criticism of an alert 
press? To censor publicity until after an order is 
issued may, sometimes, be too late for the press as 
well as trade associations to perform very valuable 
service for the industry. 


THE F. E. M. A. CONVENTION 
IN THE number of subjects of pertinent interest to 
the flavoring extract industry considered and in 
the thoughtful discussion of them by responsible 
authorities in the government service, the Flavor- 
ing Extract Manufacturers’ Association at its recent 
convention rendered distinct service to the industry 
it serves. A review of the program reveals how 
inclusive and well balanced it was from all angles 
legal, scientific and practical. 

Scientific papers representing the latest data un- 
veiled by research were prepared and presented 
by competent authorities. These in turn, like the 
other papers, provoked discussion from which use- 
ful practical information was brought to light. 
Every business session was of value and interest. 
Coupled with this was original and lively entertain- 
ment. As a result, the convention broke records for 
attendance, new memberships and purposeful effort. 

In planning the meeting marked executive ability 
was exercised. Members were made to feel that it 
was decidedly their convention. To accomplish 
this, numerous committees were appointed to han- 
dle various phases of the convention so that many 
individuals became directly interested and had a 
part in making it a success. For months the force 
of publicity was employed to drive home the im- 
portance of the meeting and to create interest in 
the entertainment. All told the meeting was an 
apt illustration of what may be accomplished in 
association work if all work together towards a 
common end. 
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2. XANDRA, LTD.: Hangover Bath, an ammonia 
solution, is offered by this firm as a dependable in- 
vigorant for preparing one for a strenuous day or 
evening. The fresh violet scent in itself is revivify- 
ing. The Rhine wine bottles in miniature (holding 
3 ozs.), splits (12%4 ozs.) and fifths (25 ozs.) are 
all wrapped in tinfoil with a purple label. Pick-Me- 
Up, a twin set to Hangover except that the odor is 


carnation, is offered in similar packages. 
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PAChAGES 


1 CASSELL PRODUCTS, INC.: This _ firm’s 
British Toilet Vinegar, a unique skin refreshant 
with a non-floral odor particularly appealing to 
men, is presented in a cork-sheathed hand-sized 
bottle with a tan colored plastic cap. It is recom- 
mended for after the bath, after the shave and as 


an underarm deodorant. The tag gives directions. 


3. . INA DE CRIS: An old perfume formula, handed 
down through generations of a family from the 
time of the Medici, is used by Madame de Cris to 
create a group of floral perfumes. They are said to 
be made entirely from American ingredients. To 
maintain high quality at reasonable price, a simple 
package has been selected. Ivory plastic caps the 
bottles which carry the maker’s crest. Odors are: 
Carnation, Bretton Woods, Lilac, Lido and Fougere. 


4. MARTON FRERES, INC.: Seven vials of bath 
oil in seven different scents for the seven days of 
the week are offered by this firm in an attractive 
“Bath Diary” package. The slender glass tubes are 
attached with elastic loops to their respective days 
and can be interchanged, of course, if the user does 
not want pine on Sundays, rose on Mondays, laven- 
der on Tuesdays, herbs on Wednesday, etc. The 
white box is gaily decorated with blue flowers. 






































53. HARPER METHOD, INC.: The soft pleasant 
fragrance of the may blossom has been  incor- 


yorated in the new May Blossom Bath Ensemble 
| 





m’s offered by this company expressly for the summei 
ant trade. Both the bath oil and bath powder are in the 
to customary sturdy Harper containers. A pale, cool 
red green gift box with sprigs of may blossoms all over 
m- it completes the ensemble. 
as 
ns 
6 HOLLYWOOD LABS.: Slender modernistic 
bottles with ruffle-edged catalin bases were selected 
for this company’s new line of floral perfumes to be 
sold through chain stores in four fragrances. Each 
fragrance has a different colored base: white for 
white lilac, green for gardenia, black for lily of the 
valley, and red for carnation. The screw caps match 
the bases in substance and color. 
‘ 
| 
7..LUCIEN LELONG: The new stimulating out- 
door scent from this firm in perfume and cologne | 
d form has been aptly named Carefree. The silver | 
e frosted cologne bottle is a pleasure to look at 
. and to handle because of the finger-grasp grooves. | 
) 


It has a silver foil label on its broad, straight shoul- 
ders and stands firmly in a base of brown suéde 
finish with silver foil edging. A matching hood fits 


snugly to the base. 





8. ELIZABETH ARDEN: With the recent preva- 
lence of hand exposure in the half mits of net and 
lace, this firm offers help to the “hand conscious” 
in a new Hand Box. In it is a large tube of new 
hand cream for massage before retiring, soft pink 
night gloves, June Geranium soap, and a hand lotion 
called Hand-o-Tonik for use after washing. The 
gloves are made of a special material which pro- 


tects the hands and yet is not hot. 


@..PARFUMS CHEVALIER GARDE: This com- 
pany's best selling perfume, H.R.H. dedicated to 
Her Royal Highness The Duchess of Kent, is now 
presented in a new lighter eau de cologne. The 
cologne comes in a neat modernistic bottle which 


is steady and easy to grasp; and it has a gold metal 


sprinkler top. The labels carry'a reproduction of 


the outstanding round bottle used for the perfume. 


12. EMMA BEECHAM: An old, long-surviving 
nail and hand beautifier, Alabastrine, in a new dress 
strives for conformity with the new labeling regula- 
tions by means of little booklet, containing all the 
required data and directions, which is attached to 
the bottom of the opal jar. A tab, which is easily 


pulled out, holds the pages together while the jar 


is on the counter. The name on the jar is red and 


the cap is black. 


10. LA CROSS: The newest manicure kit presented 
by this concern is packaged in a handsome plastic 
box. The box is available in two colors: a rich 
black or a medium brown mottle for contrast or 
harmony with dressing table finishes. In it are 
found the primary nail essentials, namely, nail 
polish, glycerated cuticle and polish remover, cot- 


ton, nail file, scissors, and orange stick. 


1. FRANCES DENNEY: An attractive circular 
over-the-shoulder bag, especially suited for Fair 
travel, is a timely offering from this concern. It 
can be tucked under the arm, as well as swung on 
the shoulder, by simply shortening the buckeled 
strap. It contains just the essentials of beauty mak- 
ing, including a Starglow lipstick. It comes in an 
alligator finish in four attractive costume colors: 


white, burgundy, black or brown. 





The (Majority of SBvnnul 
in Leading Reve ha ve 
chouuill (= Colninws 


At a Dallas (Texas) style-center — 
Neiman-Marcus Co. — two-thirds of 
the cosmetic brands are made by com- 
panies which use Scovill containers 
for one or more items in their lines. 


oo / 
~/ ahon- /, ide, THEY COME TO SCOVILL 


aluminum there isScovill’s “Indurite”,a finish who’s rich 


From coast to coast, the majority of brands of cosmetics 
in leading stores are made by manufacturers who pack- 


age all or part of their lines in Scovill-made containers. 


One reason for the wide use of Scovill containers is 


the diversity of design and finish offered by Scovill. 


The illustration shows a few of the recently-produced 
rouge and lip pomade boxes. Such containers can be 
made with slip covers or hinge covers, with bodies and 
covers flat or domed, with beaded or knife edges, and 
in a wide variety of metal and enamel finishes or metal 


and plastic combinations. For containers made from 


SCOVILL 


MANUFACTURING 


appearance in a wide range of colors is highly resistant to 
water, scratches, etc. Also available is anew, economical 
Scovill process for producing designs in many colors — 


previously impractical because of production costs. 


Put Scovill stylists and engineers to work for you. They 
can help you develop new ideas and designs in any type 
of container or closure. And whether or not they help 
you develop your container—in its marfufacture, you can 
economize through Scovill’s metal-working equipment. 
Join these other leaders who come to Scovill— get in 


touch with the nearest office listed below. No obligation. 


COMPANY 


Drug and Cosmetic Container Division 


79 Mill Street 


* Waterbury, Connecticut 


Boston, Providence, New York, Philadelphia, Syracuse, Pittsburgh, Chicago, Cincinnati, San Francisco, 


Los Angeles. IN 


June, 1939 


CANADA: 334 King Street, East, Toronto, Ontario 
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by MAISON G. DE NAVARRE 


New Type Deodorant 


A new type deodorant emulsion, 
containing 15 per cent aluminum 
chloride in a fatty base which com- 
prises something over 50 per cent of 
fats, can now 


stable. 


be made and kept 
A special emulsifier used at 
the ratio of 2 per cent in a petro- 
latum does the trick. This 
should allow some rather unusual de- 
velopments in anti-perspirant creams. 


base 


Antiseptics 

Three new antiseptics, one with 
excellent fungicidal properties, are 
made available They are bland prod- 
ucts capable of application to oils or 
water phases. If you have any prob- 
lem requiring unusual antiseptics with 
high phenol coefficients, it would be 
wise to investigate these products. 
They are American made and avail- 
able in any quantities. One of these 
has some unusual 
paper manufacture. 


properties for 


Labeling 

Many manufacturers, especially the 
smaller ones, have in the past used 
the designation Laboratories.” 
It is quite all right to use this desig- 
nation, but unless you actually do 
own or maintain as a part of your 
business, a laboratory doing scientific 
investigations or chemical analysis, 
you are up for trouble from various 
angles. 

Metallic hair dyes are in for some 
trouble under the new regulations, 
and in certain cases may become con- 
traband goods. 

The designation “vitamized,” when 
referring to the addition or fortifica- 
tion of a cosmetic preparation with 
either of the recognized vitamins or 
with the unsaturates sometimes called 
“Vitamin F,” 

In some quarters information has 
been given to the effect that you can 
no longer call your product “lemon 


is misleading. 


cream” because of paragraph (b) 
Section 602(a) which provides that 
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the labeling of a cosmetic which con- 
tains two or more ingredients may be 


misleading if its name suggests one 
or more but not all of the ingredients. 
These informants have suggested that 
you say lemon brand cream. Be as- 
sured that you are misleading the 
consumer if you do this. The Admin- 
istration takes the attitude that the 
whole thing depends on the impres- 
sion made on the mind of the con- 
sumer, and what the purchaser ex- 
pects a lemon cream to contain. Ob- 
viously, they expect more than the 
odor and They expect the 
presence of lemon juice .. . in suffi- 
cient amounts to give the effects char- 
acteristic of lemon juice. 

In this regard, we might call your 
attention to the Official U.S.P. XI 
ointment of rose water, sometimes 
called official cold cream, which con- 
tains but 5 per cent of rose water 
and 0.02 per cent of oil of rose. I 
wonder if the F.D.A. would allow 
such a designation on a product if it 
wasn't official? Don’t you? 

The things to keep in mind on cos- 


color. 


metic labeling are: enhancing ap- 
pearance, beautifying, promoting at- 
tractiveness, cleansing, etc., all refer- 
ing to the external surface of the 
body. If you limit your claims to 
this, you will have little difficulty. 


Perfume Bases 

Several new perfume bases are 
just out with one supplier of aromat- 
ics. The lilac product in particular is 
most interesting. The modification 
for soap is indeed unusual. Samples 
made up have that rich almost intox- 
icating aroma of lilac so much de- 
sired. Soap producers should inves- 
tigate. 


New Bulletin 

The latest research bulletin, No. 8, 
ALCOHOL PRE-FIXATION, is another 
of the plus services offered the sub- 
scribers of The American Perfumer. 
A 25-page bulletin, describing nat- 
ural, synthetic and proprietary agents 
useful in overcoming the sharp odor 





of raw alcohol. Notes on increasing 
brilliance, hastening the aging proc- 
ess, re-treatment of perfume com- 
pound, choice of solvent, saving an 
abused or spoiled batch of alcohol, 
and many other useful data. The 
bulletin is available free to subscrib- 
ers until August. The great demand 
for these in the past, has put all other 
bulletins on the “out of print” list 
but No. 7, “Emulsions.” In order to 
be sure to get your ALCOHOL PRE- 
FIXATION Bulletin, send for it at once. 


Bath Milk 


There is little question but that the 
use of a good emulsion in the bath 
gives the skin a nice feeling impos- 
sible to obtain with sulphonated oil 
or alcohol solutions of perfume oils. 
Some of the new self emulsifying 
glycerides offer good possibilities as 
bases for this type of emulsion. The 
product should contain 10 per cent 
of emulsified oil or oil-like deriva- 
tives. Perfume to suit. 


Lanolin Concentrate 


Another lanolin 
available for those manufacturers 
who are interested in making their 
Melt 5 to 8 
per cent of the concentrate in with 
your own special petrolatum mix- 
tures, and you have a base which will 


concentrate is 


own absorption bases. 


easily absorb any amounts of water 
you may want to add to it. Tests in 
the writer's laboratory show such 
creams to be very stable in excessive 
heat or cold. Resulting creams have 
little odor—if any—of lanolin. They 


are easily perfumed. 


Brushless Shave 

The addition of 1 per cent of a 
new gum-like chemical to a standard 
brushless shaving cream gives the 
resulting product better rinsing prop- 
erties from the razor, lubricates the 
skin so that the razor will slide 
easier, brings out a rich gloss, softer 
cream with good body, and saves on 
glycerine. This last property alone 
makes it worthwhile investigating. 
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TURNER WHITE METAL CO., Inc. . . . New Brunswick, N. J. 
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QUESTIONS AND ANSWERS 


260. Castor Oil Emulsion 


Q: At present we are having a little 
difficulty in making an emulsion of 
castor oil having the following for- 
mula: (formula follows). After the 
emulsion is made and allowed to 
stand an hour or so, we find that we 
have a settling of the oil, the milky 
white mixture going to the top. We 
would appreciate it if you could alle 
viate our difficulty. S.1., Texas. 
A: Your problem can probably be 
solved by either homogenizing your 
emulsion, or possibly by passing 
through a colloid mill. Also, you 
could enhance the same by using tri 
ethanolamine oleate rather than soap. 
Try the following basic formula: 
Castor oil . 82 parts 
Oleic acid 16 * 
Triethanolamine ... 2 “ 
Water tomake......400 “ 

Technique of manufacture goes 
under separate cover. 

This emulsion is balanced except 
for the water, as it was originally 
intended to give about a 40 per ‘cent 
emulsion of castor oil. You may have 
to use, in addition, about 1 per cent 
of some of the well known wetting 


TECHNICAL 


UTILIZATION OF Fats, by H. K. 
Dean, with foreword by T. P. Hil- 
ditch. Exclusive agents in North and 
South America, Chemical Publishing 
Co., of N. Y. Inc., New York. 5 x 8 
inches, 292 pages with index. 1938. 
Price $6.00. 

Rightly called a useful book, as it 
describes a wide array of fats, waxes 
and oils, though the data on some is 
somewhat skimpy. A very handy 
chapter is that on analytical methods. 
Chapters on soaps, fatty acids, and 
miscellaneous applications are par- 
ticularly informative. 

It is this reviewer’s feeling that 
the scope of the work chosen by Dr. 
Dean is really far too great for in- 
clusion into one volume. At least 
three volumes could be written on 
the material covered and probably a 
number more. The result is_ that 
many subjects are not treated as ex- 
tensively as a reader would like. 

At the same time, one cannot over- 


BOOK 


agents to help maintain the disper- 
sion. In any case, homogenize prod- 
uct or pass through a colloid mill. 


261. Whitening Teeth 


Q: I would appreciate obtaining a 
copy of the exact formula and proce- 
dure for using stabilized hypochlorite 
complexes in whitening teeth as dis- 
cussed in your technical abstract sec- 
tion of October. L.A.J., Georgia. 

A: We would like to be able to give 
you further data, but unfortunately 
the author did not give this informa- 
tion in his article. Either he was de- 
scribing some trade specialty, or some 
special mixture of his own invention, 
in which case he must have preferred 
to keep the knowledge of composition 
to himself. Sorry. 


262. Clear Hair Lacquer 


Q: We are seeking a formula for a 
clear hair lacquer. If you have any 
information regarding this item, we 
will greatly appreciate hearing from 
you. Thank you in advance for your 
information. A.E., New York. 

A: Just as we have told several others 
in past letters to this department, you 


can make the product desired from 
soluble resins or solubilized shellac. 
Mannitol borate is one of the soluble 
resins suitable for this preparation. 
Use about 5 per cent and modify to 
suit your needs. The solubilized shel- 
lac is purchased in about a 40 or 50 
per cent solution, which is further 
diluted to give about 5 per cent of 
shellac. Sources of supply 


go to you 


under separate cover. 


265. Preservatives for Alkalies 
Q: Do you know of any preservatives 
active in alkaline solutions containing 
soaps, free ammonia and water sol- 
uble gums? We want something other 
than the butyl ester of p-hydroxy- 
benzoic acid. R.H.T., Ohio. 


A: You have taken right out of our 
mouth, the name of a good product. 
The other useful esters of this same 
acid mentioned are the methyl, ethyl 
and propyl esters. Formaldehyde is 
satisfactory, and in some cases hexa- 
methylene tetramine. Sodium benzo- 
ate and sodium sulphite have been 
suggested. A number of trade named 
preparations are mentioned in the bul- 
letin on Antiseptics & Preservatives. 





REVIEWS 


look the practical nature of the au- 
thor’s work. Both technical and ap- 
plied considerations fill the book. 
Thus the twenty pages devoted to 
various applications of fats, along 
with pages on rancidity, synthesis of 
glycerides, saponification and soaps 
are most helpful to technicians of the 
toilet goods industry. Nor must one 
lose sight of the clear presentation 
of theoretical and scientific facts on 
oils, fats, waxes, fatty acids, alcohols, 
sterols and the many other compo- 
nents of the group of materials which 
come under the heading of fats. 
The price is reasonable. The book 
is well printed and certainly essen- 
tial to the library of all technicians. 


RoBInsON-PATMAN Act, Wright Pat- 
man. Ronald Press Co. 9 x 6 in., 408 
pages. 1938. Price $4.50. 

What can and cannot be done 
under this law is explained in this 
book by the co-author of the act. 


Many trade practices thought to be 
prohibited are permissible under the 
It is 
written primarily for those who must 


act as the author points out. 


do business under the act. It con- 
tains 26 chapters covering all phases 
of the law. About 400 questions and 
opinions are given, the act itself and 
good source material of value to those 
who must interpret the law. 


HANDBOOK OF Foop MANUFACTURE, 
Dr. F. Fiene and S. Blumenthal. 
Chemical Publishing Co., Inc. 6 x 6 
in., 603 pages. 1938. Price $6.00. 

The authors aim to supply the 
need for a simple book devoted to 
many practical aspects of the food 
industry. All working formulas for 
making food products are said to 
have been tested. Chapters are de- 
voted to fruits and fruit juices; chem- 
ical composition of fruit, juice, cold- 
packed fruit, fruit jellies and _pre- 
serves; syrups and fondants. There 
are 27 chapters. 
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@ “Pink Pills for Pale People”—thus was the 
cry of the Medicine Man and snake-bite ex- 
pert, used to affectionately plague the town’s 
master of the mortar and pesile. 

But nowadays, your druggist is merchant 
and merchandiser—“pills” are but a part of 
his daily problem. And when it comes to a 
knowledge of modern packaging, probably no 
other type of retailer has a more thorough 
understanding. When you mention “Package 
Appeal”, he knows the paramount part that 
glass plays. 

This is the golden age of glass! So many 
improvements have been made in glass con- 
tainers—are constantly being moda it 
behooves everyone concerned to keep abfeast 
of this epochal trend. That's why we believe 
you will find it interesting to talk to our 
packaging experts. No obligation is implied 
or entailed. 


Owens-Illinois Glass Company, Toledo, Ohio 


OWENS-ILLINOIS 


“FIRST IN GLASS? = 





Nore the trim neatness and 


sturdiness of the illustrated extension 
edge jar box. It follows the client’s de- 
signs and specifications perfectly. We'll 
gladly do the same for your powder, per- 
fume, and toilet preparations box. Send 
your specifications. We'll submit samples 


quickly. 


E. N. ROWELL 
CO., inc. 


BATAVIA, NEW YORK 


New York Office: SEWELL H. CORKRAN, 
30 East 42nd Street. Phone: MUrray Hill 2-3477 
Chicago Office: HAROLD G. MacKAY, 
444 West Grand Avenue. Phone: SUperior 1676 
Boston Office: H. P. TUCKER, 
52 Chauncey Street. Phone: Hancock 0398 
Hollywood, Cal., Office: MISS LOIS ARMSTRONG, 
6331 Hollywood Blvd. Phone: Hollywood 0111 
St. Louis Office: THE DICK DUNN CO., 12th Blvd. & 
Spruce St., Merchandise Mart Bldg. Phone: Central 3544 


Detroit Office: H. E. BROWN, 2842 West Grand Boule- 
vard, 319 Curtis Building. Phone: Trinity 2-019] 
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NEW PRODUCTS AND PROCESSES 


Emulsifier Without Cholesterin 


A new emulsifier, called Albumol 
on account of its chemical resem- 
blance to the polypeptids like the 
albumines, has been announced by 
Th. Muhlethaler, Nyon, Switzerland. 

According to Dr. Arthur Lewin- 
son, who synthesized the new emul- 
sifier, it is the first emulsifier for 
fatty creams that 
any trace of cholesterin or its deriva- 
tives and that produces with facility 
stable creams of feebly acid reaction, 
about pH 5.8, fairly akin to the re- 
action of the acid mantle of the 
normal human skin. 

In creams made on the base of 
Albumol, it is stated, one may even 
add small quantities of other acids 
like citric acid or certain medicinal 
additions. The new emulsifier will 
be launched on the American market 
in the near future. 


doesn’t contain 


Automatic Feed Bottle Filler 


An automatic feed bottle filler in- 
tended primarily for filling beverage 
bottles is offered by the Burns Bot- 
tling Machine Works. The filler is 
stated to be a high-speed natural 
vacuum filler with an automatic cut 
out control preventing bottle jam- 
ming and breakage. 


Transparent Re-Use Packages 


Show window display on the re- 
tailers’ shelves or counters is ob- 
tained with the transparent light 
weight containers for perfume, cos- 


Container with Re-Use Value 


metics, drugs, powder puffs and other 
toiletries, according to Weinman 
Brothers, the manufacturers, who 
also point out that the attractive con- 
tainers have a distinct re-use value to 
give added sales impetus. 

The containers are made of Luma- 
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rith Protectoid, a non-inflammable 
celluloid reduced to a thin, soft crys- 
tal clear sheet which is tough and 
strong and may be washed like glass. 
It is also claimed to be odorless, taste- 
less and grease-proof and does not 
discolor with age, become brittle or 
dry out and is waterproof. It is fur- 
ther pointed out that colors may be 
printed on the package to produce 
effective identification of the brand 
and name of the manufacturer. De- 
tails and samples available on request. 


Oscillating Granulator 
For granulating dried 

masses, processing filter press cakes 

before and after drying, breaking 


crystal 


Automatic Screen Type Granulator 


down materials caked in storage and 
for a variety of similar operations, 
the Oscillating Granulator is offered 
by the F. J. Stokes Machine Co. 

It is said to be a continuous pro- 
machine of the automatic 
screen type with a high output up 
to 2,000 lbs. per hour. It has a 
built-in motor. A dust tight discharge 
hopper can be furnished. 

Advantages for this type of granu- 
lator are claimed to be: improved 
screen analysis of granules produced; 
ease with which 
changed; easy cleaning; wide adap- 
tability for granulating chemicals; 
foods, pharmaceuticals, waxes and 


duction 


screens can be 


many other preparations; low-cost 
operation and high-production rates. 
Further information will be fur- 


nished on application. 


Photo Copies of Letters 

Exact photo copies of a letter at 
the rate of 125 per hour are re- 
ported to be made by the new por- 
tagraph offered by Remington Rand. 


Inc. Reproductions up to 19 x 24 
in. are handled by a larger model. 
More information given on request. 


New Small Bottle Filler 


For filling small bottles of perfume, 
nail polish, polish remover, iodine, 
etc., the Ertel semi-automatic vacuum 
bottle filler is offered by the Ertel 
Engineering Co., 120 E. 16th St., 
New York, N. Y. 

The filler has 12 spouts to fill a 
dozen bottles simultaneously. The 
bottles are racked up on the left side 
of the conveyor and pushed along un- 
der the spouts; and by means of the 
foot pedal the manifold to which the 
filling spouts are connected is brought 
to the bottles filling them rapidly. 

As the conveyor may be collapsed 
when the machine is not in use, neces- 
sary floor space is reduced to a mini- 
mum. Spouts may be lowered or 
raised to accommodate various sized 
bottles by means of a lever on the top 
housing. The vacuum pump is auto- 
matically oiled and, depending on the 
speed of the operator in moving the 
bottles to and from the spouts, fills 
bottles at the rate of from 3 to 314 
gallons per minute. 

The filler is inexpensive and is fur- 
nished in stainless steel or bronze 
nickel plated wherever the liquid 
comes in contact with the metal. The 


Ertel Semi-Automatic Vacuum Filler 


manufacturers report that the first 
filler was sold in Boston for filling 
small bottles of iodine and a check up 
of results showed that the customer 
was well satisfied with its operation. 
Further details about the new filler 
will be sent on request. 
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CATALOGS AND 


T. C. Sheffield, Chicago manager of 
New England Collapsible Tube Co., 
has just announced the appointment 
of the Wilco Co., 7016 McKinley 
Ave., Los Angeles, Cal., as California 
representative for his concern. The 
Wilco Co. succeeds the late C. H. E. 
Dunn, who had the representation of 
New England tubes in this territory 
up until the time of his death. 


Plastics are simply, graphically and 
adequately described in a_ booklet 
New Paths to Profits issued by the 
Bakelite Corp. It answers in a con- 
cise manner for the average business 
executive, questions about the vari- 
ous types of plastics made by the 
company so that he may readily de- 
termine which is best for his pur- 
pose. The 16-page booklet is pro- 
fusely illustrated in color. A 
may be had on request. 


copy 


Capping skins claimed to be pro- 
duced by the latest process are of- 
fered by Paul Troeder, importer and 
manufacturer of Baudruche capping 
skins and kindred products. 
ples are available on request. 


Sam- 


Uses of Polyvinyl Alcohol is the 
subject of a bulletin issued by the 


R. & H. Chemicals Dept. of E. L 


DEVELOPMENTS 


duPont de Nemours & Co., Wilming- 
ton, Del. Applications of it for grease- 
proof coatings, adhesives and protec- 
tive coatings are described. It is 
water soluble and may 
with a variety of materials that are 
soluble or dispersible in water, such 


be blended 


as casein, gum tragacanth, gum 
arabic, etc. 
The House of Tre-Jur, New Yor 


N. Y., popularizes Charvai perfume 
in novel bullet-shaped wooden cases 
The 


screw capped vial was adopted to 


containing Kimble glass vials. 





Novel Perfume Packaging 


protect the contents from leakage 
and evaporation. The whole ensem- 
ble is safeguarded against breakage 
by an attractive bullet-shaped wood- 
en case. 





NEW PUBLIGATIONS 


The Synthesis from Thujaketone of 
some Hydroterpenoids by Jesse War- 
ner and Col. Marston Taylor Bogert 
which was published in the Journal 
of Organic Chemistry, January, 1939, 
has been reprinted in pamphlet form. 


Marketing Research Activities of 
Manufacturers has been issued by 
the Bureau of Foreign and Domestic 
Commerce, Washington, D. C., as 
Market Research Series No. 21. This 
study, made in cooperation with the 
American Marketing Association, pre- 
sents detailed information regarding 
the marketing research carried on by 
manufacturers four cate- 
gories of policy, product, market, and 
method and means of research, and 


under the 


the organizations set up for such 


work. One section gives a number 


56 


of concrete illustrations of benefits 
derived from the application of such 
research. The report is sold for 25c. 


New Make-up Colors are effectively 
dramatized with new costume colors 
in a brochure brought out by Frances 
Denney entitled Dramatic Colors De- 
mand Dramatic Make-up! It in- 
cludes fabric swatches in new colors 
with the 
listed 


proper make-up colors 


next to each one. 


Salar-E-Hind the first issue of a new 
Indian magazine is devoted entirely 
to Mysore State. In line with its spe- 
cial aim to present in the form of 
special numbers authoritative edi- 
tions on some particular state or 
province in India in order to make 
known 


the administrative, commer- 








and 


industrial advances occur- 


cial 
ring therein, of interest possibly to 


outside enterprise and capital, this 
first edition reports on the excellent 
administration of the present ruler 
of Mysore, the contentment of the 
people and what is being done for 


them. Commercial and _ industrial 
progress, including among other 


things a discussion of the handling 
of sandalwood oil, are also treated. 
The 94-page, illustrated 
book is printed in India at Adelphi 
Chambers, Clare Road, Bombay 8. 


profusely 


tariff 


Imports in 1937 by para- 
graphs are given in the booklet 


United States Imports and Duties 
1937, issued by the U. S. Tariff 
Commission, Washington, D. C. The 
data are useful to those interested in 
foreign trade. 


An Interesting brochure by Alex- 
andra deMarkoff describes her new 
Make-Up theory. 
Miss deMarkoff’s cosmetics are now 


“Fashion Tones” 
offered in a number of new cosmetic 
colors compounded to fit fashions of 
the moment. Each fashion color 
adopted is expressed in three tonal 
values: one tone expressly for the 
blonde, one for the medium type, and 
one for the brunette. 


The National Radio Register, a 
monthly publication, has incorpo- 
rated a new service, a classified list- 
ing of dialect talent available for 
radio. This is in addition to the reg- 
ular radio talent directory. 


Rooks are listed in a 36-page cata- 

log issued by the Chemical Publish- 
D> d 

ing Co. It and 

imported books on chemistry, phys- 


ics, mathematics, 


covers domestic 


metal- 
lurgy, machinery, engineering, biol- 


medicine, 


ogy, general science, business, manu- 
facturing, formularies and technical 
dictionaries. A copy will be sent on 
receipt of stamps to cover postage. 


The Fifth Edition of the Directory 
of Association Members, January, 
1939, has just been released by the 
Assn. of Consulting Chemists and 
Chemical Engineers, Inc., New York, 
N. Y, It is divided into three parts: 
part’ I lists all members alphabeti- 
cally and also geographically; part 
II contains a statement 
from each member describing his or- 
ganization, facilities, etc.; part III 
groups the 


one-page 


under various 
work classifications and headings. 


members 
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F cc I Cor. Because the rich, warm odor of rose is an ever-popular favorite, Givauc an has given much time 
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and thought to perfecting new and useful Rose Odor Specialties. Justly famous are such products as Rosis, Rose 
d’ Orient, Rose des Alpes, Rose Centifolia and other Givaudan bases which perfumers everywhere are now using to 
create fresh and interesting eHeets in perfumes and cosmetics. Growing in fame, too, are the many ready to-use rose 
odors which Givaudan has developed to help the perfumer simplify his problems. When you need rose odors, think 


of Givaudan...and eall on our staff to give you the benefit of their long and successtul experience in this field. 


(ftv aunt. 
v DELAWANNA, INC., 80 Fifth Avenue 
New York, N. Y. 





BERGAMOT SYVTHETIC EXTRA FINE 


@ BERGAMOT SYNTHETIC EXTRA FINE is Givaudan’s substitute for 
the natural oil of bergamot. It is a remarkably faithful reproduction 
of the natural oil—yet sells for less than half the price! 

BERGAMOT SYNTHETIC EXTRA FINE possesses the floweriness 


and strength of the natural oil. In most cases it can be used to 


replace the natural oil completely without sacrifice of quality. 


In those cases, where the original must be used, a 50% substi- 
tution of this new laboratory product will give entirely satis- 
factory results. 

Take the opportunity, now, to economize with BERGAMOT 
SYNTHETIC EXTRA FINE. Samples and prices will gladly 


be sent to you on request. 


GIVAUDAN bDELAWANNA, INC. 


80 FIFTH AVENUE, NEW YORK, N.Y. 


BRANCHES : Philadelphia Los Angeles Cincinnati Detroit Dallas 
Baltimore Chicago San Francisco Seattle Montreal Havana 





HERE AND THERE 


> Rupert C. Watson, vice president 
and general manager of Firmenich & 
Co., New York, N. Y., suffered a com- 
pound fracture of 

an ankle as a re- 

sult of a misstep 

and was confined 

in St. Vincent’s 

Hospital, New 

Brighton, Staten 

Island, until re- 

cently. Through- 

out his confine- 
ment in the hospi- 

tal, Mr. Watson 

R. C. Watson kept in close touch 
with the activities 
of the company and directed its affairs 
largely by telephone. As a token of 
regard, a host of friends in the trade 
sent him a cleverly gotten up menu 
card from the annual banquet of the 
Toilet Goods 


appropriate remarks. 


ssociation signed with 
A t | th 


> George M. Armor, Jr., son of George 
M. Armor, vice-president of McCormick 
& Co., Baltimore, Md., has been elected 
president of the Baltimore Junior As- 
sociation of Commerce. 


> F. Semler Dieterich, merchandise 
manager of Mennen Co., Newark, N. J.. 
presented a bronze plaque to the Base- 
ball Centennial Committee, following 
a poll conducted on the Mennen’s “Peo- 
ple’s Rally” radio program to name the 
outstanding figure in baseball’s first 
one hundred years. Abner Doubleday, 
inventor of the game, was chosen by 
the listeners. 


> Thomas M. Farrell, editor of Drug 
& Cosmetics Industry, who was criti- 
cally ill for some weeks following an 
eperation for appendicitis in St. Vin- 
cent’s Hospital, New York, N. Y.. is 


now well on the road to recovery. 


> Arthur W. Mudge, treasurer of Aro- 
matic Products, Inc.. has returned from 
a brief trip to Europe on business. 


> Eugene P. Sullivan, who has been 
identified with the trade for a quarter 
of a century, is now associated with 
the Dresden Cosmetic Co., Ine. 


> Franc 
of the St. Louis branch of Fritzsche 
Brothers, Inc.. New York, and son of 
Mr. and Mrs. Andrew Sylvestre Barada 
of Bannister & Noland Rds., Lees Sum- 
mit, Mo., was married May 6 at the 
St. Louis Woman’s Club to Miss Mary 
Jane Baumes, daughter of Mr. and 
Mrs. Palmer Potter Baumes of 4605 


Alexander Barada, manager 
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Lindell Blvd., St. Louis, Mo.  Im- 
mediately after the ceremony Mr. and 
Mrs. F. A. Barada left for Sea Island, 
Ga. for two weeks. 


> Osear C. 
ciated with the cosmetic industry for 


Olin, who has been asso- 


many years, has joined Parfums Cheva- 
lier Garde, Inc., as vice-president and 
general manager. The company an- 
nounces that a number of new prepara- 
tions will be offered in the near future, 
the first of which is a cream depilatory. 


> F. W. Heine, president of Compagnie 
Duval, New York, N. Y., and Mrs. 
Heine have returned from a 2.000 mile 
automobile trip South 
which included visits to places of his- 


through — the 
torical interest in Tennessee. 


> Dudley F. Lum, manager of the Chi- 
cago branch, Givaudan - Delawanna, 
Inc., was in town last month. While 
here Mr. Lum attended the _ Toilet 
Goods Association convention at the 


Biltmore. 


> J. F, Rudolph of the Chicago di- 
vision of U. S. Industrial Chemicals, 
Inc.. was a visitor at the executive of- 
fices of the organization during the 
latter part of last month. 


> Herman Schlobohm of the Herman 
Schlobohm Co., 819 Santee St., Los 


Angeles, Calif.. has been appointed 


Herman Schlobohm 


west coast representative of the Kelton 
Cosmetic Co., private brand manufac- 


turers, New York, N. Y. 


> Jacques Riedweg. chief perfumer of 


the Paris office of L. Givaudan & Cie.. 
has spent a few weeks with Givaudan- 


Delawanna., Inc., New York, N. Y.. and 


sailed on the “Normandie,” May 17. 
During his stay in the United States 
he renewed acquaintance with his old 
friends, particularly those who have in- 
terests abroad and here. Mr. Riedweg 
brought with him a number of new 
cosmetic raw materials such as Emulgol 
and Lanelgine, which enjoy extensive 
sales abroad but which have not yet 
been introduced by Givaudan-Dela- 
wanna, Inc. 


> Nicholas 


Prince 


Demidoff, formerly with 
Matchabelli, Inc., has now 
joined the organization of Parfums 
Lengyel, Now York, N. Y., as represen- 
tative in the northeastern territory. 


>» H. Gregory Thomas, who has ren- 
dered notable service as head of the 
Board of Standards of the Toilet Goods 

Association, has 

resigned effective 
September 1 in or- 
der to join the 
organization of a 
toilet goods house. 
At the annual 
meeting of the as- 
sociation, he was 
elected a member 
of the 
board and hence 


executive 


his interest in the 
Hh. Gragery Teomem board, of which he 
was a dominating factor since its incep- 
tion, will continue in an advisory ca- 
pacity. Prior to becoming head of the 
Board of Standards, Mr. Thomas was 
vice president of Guerlain, Inc., for 
about a year and a half. He was born 
in New York but studied abroad and 
was graduated from Cambridge Univer- 
sity. Subsequently, he studied law at 
the University of Madrid and later re- 
ceived the degree of Doctor of Laws 
from the University of Paris. He later 
became honorary president of the Asso- 
ciation of International Studies of the 
University of Paris and also president of 
the Association of the Academy of In- 
ternational Law at The Hague. 


>» E. P. Matthieson is now vice presi- 
dent and general sales manager for the 
Nyal Co., Detroit, Mich. 


> Joseph M. Wafer, president of the 


Salesmens’ Association of the Ameri- 
can Chemical Industry, has been ap- 
pointed a 


Committee for the Seventeenth Exposi- 


member of the Advisory 


tion of Chemical Industries. 


> O. J. Bruun, governing director of 
Andersen & Bruun, Slough. England, 
and Andersen & Bruun’s Fabriker Ltd., 
Copenhagen, Denmark, manufacturers 
of collapsible tubes and foil bottle caps 
has returned after visiting the trade in 
the United States. 














Proposed Extension of Label 
and Color Provisions in Deadlock 


It is expected that 
the deadlock between the House and 
the Senate on the extension of the effec- 
tive date of the certified colors and 
labeling provisions of the federal food. 
drug and cosmetic act will be com- 
promised before June 25 so that the 
extension will be made to January 1, 
1940. The House bill proposed exten- 
sion of the effective date of these pro- 
visions to January 1; but the Senate 
proposed an extension until July 1. 
1940, depending on the filing of an 
affidavit by any manufacturer before 
December 1, 1939, that he was not able 
to completely revise his labels and that 
the public health would not be endan- 
gered by the exemption. It is known 
that Chairman Lea of the House group 
has submitted a compromise proposal 
the nature of which has not been made 
public. 


FDA Begins Certification 
of Coal Tar Colors 


The first certificates 
of purity of coal-tar colors under the 
new Federal Food, Drug and Cosmetic 
Act were issued May 11, by the Food 
and Drug Administration. 

Color certification regulations were 
signed by the secretary on May 4 and 
became effective on May 9, upon publi- 
cation in the Federal Register. 

The first certificate goes to H. Kohn- 
stamm & Co., Inc., New York, N. Y.., 
and covers D&C Yellow No. 1 Alumi- 
num Lake; the second to Calco Chemi- 
cal Co., Inc., Bound Brook, N. J., cov- 
ering D&C Yellow No. 7; the third to 
Pylam Products Co., Inc., New York, 
N. Y., covering D&C Green No. 5. All 
of these colors are certified as suitable 
for use in drugs and cosmetics. Calco 
Chemical Co. receives certificates for 
8 additional batches of colors, 5 for use 
in drugs and cosmetics, 2 for use in 
externally applied drugs and cosmetics, 
and 1 for use in foods, drugs and cos- 
metics. Pylam Products Co. receives 
two additional certificates for batches 
of colors, for use in drugs and cos- 
metics, and H. Kohnstamm & Co., one 
additionai certificate for a batch of col- 
ors for drugs and cosmetics. 

In signing the first certificates, W. GC. 
Campbell, chief of the Food and Drug 
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Administration, said: “We have made 
all preparations to analyze and certify 
colors meeting the requirements upon 
receipt of proper applications and 
samples from the manufacturers. The 
passage by Congress on May 2, 1939, 
of the second deficiency bill made im- 
mediate color certification possible. I 
don’t know whether manufacturers are 
inclined to attach any sentimental sig- 
nificance to the receipt of the number 
one certificate. However, in the thought 
that they might do so, we tried to be 
absolutely impartial about it and de- 
cided to settle the question by blind 
drawing of their names from a hat.” 


List Coal Tar Colors for 
Drugs and Cosmetics 


The Secretary of Ag- 
riculture has promulgated regulations 
under the new Federal Food, Drug and 
Cosmetic Act listing more than hun- 
dred coal-tar colors and providing for 
certification of batches of these colors 
as harmless and suitable for use in 
foods, drugs, and cosmetics. 

Among the colors are the food colors 
which have been voluntarily certified 
for some 30 years. Certification of 
coal-tar colors for use in drugs and 
cosmetics is required by the new Food. 
Drug and Cosmetic Act of June 25. 
1938. After this law becomes fully ef- 
fective no coal-tar colors, except those 
from batches that have been certified. 
can legally be used in coloring foods. 
drugs, and cosmetics. The requirements 
involye not only the coal-tar colors 
themselves but mixtures of colors with 
harmless diluents. 


Who is the Manufacturer? 
Again Decided in Campana Case 


The case of the Cam- 
pana Corp. vs. Harrison, Internal Rev- 
enue Collector, involving a claim for 
refund of excise taxes was decided May 
5 by the U. S. District Court of the 
Northern District of Illinois. 

The case follows substantially the 
doctrine of the Maybelline case in 
which it was held that the 10 per cent 
excise tax was properly chargeable to 
the actual manufacturer of the cosmetic 
and not to the concern marketing the 
same. 

As in the Maybelline case, the court 
held that the sales from the manufac- 
turer to the marketing company were 












arm’s length transactions, although in 
the case of the Campana Corp. the court 
found that both the Campana Corp. and 
Campana Sales Co. had some stockhold- 
ers in common, though the stockholders 
did not own stock in both corporations 
in proportional amounts. 


Perfumes Should be Labeled 
in Fractions of Ounce 


In a letter to Hugo 
Mock, counsel for the Toilet Goods 
Assn.. W. G. Campbell, chief of the 
F.D.A., pointed out that most consum- 
ers who had a preference stated that 
the fraction of the fluid ounce was more 
informative than the dram. The inves- 
tigation, he said, showed that the con- 
sumer seldom has any conception of 
the quantity represented by the fluid 
dram. This point of view on the sub- 
ject of labeling small quantities of 
perfumes in fractions of an ounce in- 
stead of in drams appears to be con- 
trary to the views held generally in the 
trade. 


Bill to Reduce Alcohol 
Tax to $1.10 per Proof Gallon 


A bill, H6068, to re- 
duce the tax on ethyl alcohol withdrawn 
and used for non-beverage purposes to 
$1.10 per proof gallon, has been intro- 
duced in Congress. The present tax 
is $2.25—approximately 101% times the 
cost of the alcohol. 


Status of Mercury Bleach 
And Freckle Creams Made Clear 


Many inquiries have 
been received by the Food and Drug 
Administration requesting an expres- 
sion of opinion concerning the status 
of mercury preparations represented as 
bleaching agents or to remove, prevent, 
or cure tan or freckles. These articles, 
according to W. G. Campbell, chief. 
are cosmetics within the meaning of 
the statute because they are intended 
to promote the attractiveness and to 
alter the appearance of the person 
They are also drugs because they are 
intended to affect the 
function of the body. 

After a study of the problem, during 
the course of which the opinion of 
many qualified experts was ascertained, 
the conclusion has been reached that 
the broad claims made for some such 


structure and 
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@ Your best cosmetic customers— 


yet severest critics — are women 
over 40. They buy more units per 
year, pay more per unit—but are 
quickest to sense inferior quality. 

U.S.I. ethyl alcohol helps you 
satisfy these experienced shoppers 
in three important ways: 1. By mak- 
ing your lotion easier to perfume, 
2. Assisting the cleansing action 
and 3. Adding a refreshing touch. 

U.S.I. alcohol has no foreign odor 
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LU. Cc 60 EAST 42no ST., N.Y. 


A SUBSIDIARY OF YU. S. INDUSTRIAL ALCOHOL CO. 


Improve Your Lotions 
In Three Ways 


wiTH U.S.I. ALCOHOL 





which would conflict with your 
delicate essential oils. Perfume de- 
structive elements such as fusel oil, 
aldehydes and other organic im- 


DUSTRIAL GHEMICALS, Inc. 


BRANCHES IN ALL PRINCIPAL CITIES 








purities are held to new low levels 
by U.S.L's rigid testing methods. 

One hundred years of experi- 
ence with America’s leading per- 
fumers and cosmetic manufactur- 
ers have taught U.S.I. how to make 
really pure alcohol. Take advan- 
tage of this background to improve 
your product and its consumer 
acceptance. 

Call in a U.S.I. salesman to help 
you check all details. 





articles are misleading. To the extent 
to which they remove the skin struc- 
tures involved, the products are 
harmful. 

Bleach 


large amounts of ammoniated mercury 


preparations which contain 


are being proceeded against under sec- 
tions 502j and 60la of the Food, Drug, 
and Cosmetic Act. Such preparations 
containing more than 0.2 per cent bi- 
chloride of comparable 
amounts of other mercury compounds 


mercury or 


will be the subject of immediate regu- 
latory attention. 

Based on such information as is now 
available, it is the opinion of the F.D.A. 
that products which contain 5 per cent 
or less of ammoniated mercury may 
not violate the statute if they bear con- 
spicuous warnings designed to acquaint 
purchasers with the fact that if skin 
irritation application, 
use of the product should be immedi- 
ately discontinued, that such articles 
should not be applied to irritated of 


appears after 


damaged skins, such as cut, bruised, 
sunburned, or sore skin, after shaving, 
or after using a depilatory, that pro- 
longed use may produce unsightly dis- 
coloration, and that application to a 
large area of the body is dangerous. 

It is an established fact that an un- 
usually large percentage of persons 
cannot tolerate mercury bleach com- 
pounds containing ammoniated mer- 
cury. Adequate directions for conduct- 
ing a preliminary test, and for repeti- 
tion of such testing, should, therefore, 
appear in the labeling. The warning 
should further advise against use of 
the article by children under twelve 
years of age. The directions for use 
should provide agairist vigorous appli- 
cation and should direct that a_ thin 
layer is to be applied and left on for 
not more than one-half hour and then 
cleaned off with some such substance 
as benzine or oil. 

Claims made for such articles should 
be limited to such temporary lighten- 
ing effect as they possess. 


Cosmetics Containing Mercuric 
Chloride Seized by FDA 


The FDA reports the 
seizure of 36 bottles of Palmers Skin 
Lotion and 5 bottles of Soules External 
Lotion, both of which contained mer- 
curic chloride. a poisonous substance. 


Kurlash Enjoins 
Infringement of Patents 


\ decree has just 
been rendered in the United States Dis- 
trict Court for the Southern District of 
New York in favor of The Kurlash Co.. 
Inc., of Rochester, N. Y., manufacturers 
of eye beauty products. In this judg- 
ment the defendant, Buti-Lash Co., Inc.. 
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was enjoined from the further manu- 
facture, use and sale of eyelash curlers 
which infringed United States Patents 
No. 1,699,084 and No. 1,904,575. 

This is the second recent adjudica- 
tion of Kurlash patents, the last “decree 
having resulted in a similar injnaction 
against Marvelash Co., Inc., obtained 
by the Kurlash ;Company in Massa- 
chusetts. Joseph*'J.“Juhass of New 
York, N. Y., represented The Kurlash 


Co., Inc., in these suits. 


First Contested Seizure Action 
Under New Drug & Cosmetic Law 


’The Food and Drug 
Administration reports the first con- 
tested seizure action under the new 
Food, Drug and Cosmetic Law which 
involved seizures of a cosmetic known 
as “Roux Lash and Brow Tint”, alleged 
to be dangerous under the prescribed 
conditions of use. This case was tried 
before a:court and jury at Brooklyn. 
N. Y., ffom March 27 to April 14. The 
jury failed to reach a verdict and the 
case will be retried. 
Canadian Perfumers Do 
Much At Annual Meeting 


The Association of 
Canadian Perfumers and Manufacturers 
of Toilet Articles discussed the new 
Canadian drug and cosmetic law and 
other new and pending legislation at 
its eleventh annual meeting at the 
Seignory Club, Lucerne, Quebec, June 
5 and 6. The meeting was opened just 
as this publication was about to go 
to press and for that reason a more 
extended account of the meeting cannot 
be given in this issue. 


Guild of Cosmetic Industries 
to Foster Demonstration 


Cosmetic manufac- 
turers meeting in the Palmer House. 
Chicago, May 19, formed the Guild of 
Cosmetic Industries, Inc. 

It is a national organization devoted 
to the interests of cosmetic companies 
whose methods of distribution involve 
the introduction of their products by 
means of demonstration and sales to 
the consumer in stores, beauty shops 
end direct. 

Officers are: president, Clyde Bals- 
ley. Merle Norman Cosmetics, Ocean 
Park, Cal.; vice-president, N. H. Tan- 
ner, Ex-Cel-Cis Beauty Products Co.. 
Salt Lake City, Utah; vice-president. 
A. L. Stoecklin, Madam White Co.. 
Morrow, Ohio; and secretary-treasurer, 
L. W. McKay, Princess Nyla and Marlo 
Cosmetics, Evansville, Ind. Theodore 
Lockyear was appointed counsel for 
the association. Offices have been 
opened at 19 South East Second St., 
Evansville, Ind. 


New York Loss Leader Bill 
Vetoed by Governor 


The Esquirol-Parsons 
loss leader bill which prohibits the sale 
of merchandise below cost ‘plus a mark- 
up of 6 per ‘cent for retailers and 2 
per cent for wholesalers, had passed 
both houses but ‘was vetoed by the 


ee 
*, 
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governor. 


Allied Assn. of Michigan 
Summer Party Planned 


_ The summer party of 
the Allied Drug ‘and Cosmetic Asso- 
ciation of Michigan will be held at the 
Beach Grove Country Club, Tecumseh, 
Ontario, June 17. 

A dinner, which includes in the 
menu chickén and frogs’ legs, has been 
planned. 4» 

Pe 

r 
Lower Olive Oil Production 
In Mediterranean Basin 


The 1938-39 produc- 
tion of olive oil in the Mediterranean 
Basin amounted to only about 782,800 
short tons compared with 1,289,100 tons 
in 1937-38 and with the average of 
963.000 tons annually for several pre- 
ceding years. 


Demonstrators Under Fire 
In Arden and Coty Cases 

Two organizations 
selling cosmetics and toilet prepara- 
tions were charged with violation of 
the Federal Trade Commission and 
Robinson-Patman Acts in connection 
with furnishing the services of demon- 
strators of their products to merchant 
customers, under amended complaints 
issued by the Federal Trade Commis- 
sion. 

The companies are: (1) Elizabeth 
Arden, Elizabeth Arden Sales Corp. 
and Florence N. Lewis, of New York, 
and (2) Coty, Inc., Wilmington, Del.. 
and the following eight wholly owned 
subsidiaries: Coty Products Corp., Coty 
Processing Inc., Coty, Ine. of New 
York, and Coty Sales Corp., New York: 
Coty Co., Ltd., of Maryland, Chicago: 
Coty Co., Ltd., of Tennessee, Memphis. 
Tenn.; Coty California Corp., San 
Francisco, and Coty New Jersey Corp.. 
Newark, N. J. 

Violation of the Federal Trade Com- 
mission Act is alleged because the 
demonstrators, while appearing to be 
employed by the respective merchants 
in their stores as disinterested sales- 
persons qualified to give impartial ad- 
vice and counsel regarding the use of 
various cosmetics, are employed and 
placed by the cosmetic companies to 
further the sale of the companies’ prep- 
arations. The personnel plan is alleged 


to deceive purchasers and to have a 
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Your Product Will 


stand Out on Display 


In This Distinctive Stock Bottle 







Smartly styled to 
attract attention 


. well balanced and 





easy to hold 


. available in 10 sizes—‘, 1, 2, 3, 4, 


6, 8, 12, 16 and 32 ounces. 













. adequate space 
for special or conven- 
tional shaped label 





WRITE for samples of Chesapeake Oval—the popular new stock design 


in crystal-clear Maryland Flint. 


Chesapeake Oval 


BY MARYLAND GLASS 


MARYLAND GLASS CORPORATION, BALTIMORE, MD. . . . New York: 270 Broadway . . . Chicago: Berman Bros., 150! S. Laflin Street . . . St. Louis: 
Carl Floto, 908 Clark Avenue . . . Memphis: William T. Porter, 806 Dermon Building . . . San Francisco: Owens-Illinois Pacific Coast Company. 









tendency to lend itself to misrepre- 
sentation of competitors’ commodities 
and substitution of their products. 

Violation of the Robinson-Patman 
Act is alleged to occur through grant- 
ing to some customers of the services 
of demonstrators when such services 
are not granted to other competing 
customers on equal terms. 

The Elizabeth Arden companies were 
further charged with price discrimina- 
tions in violation of the Robinson-Pat- 
man Act. They were alleged to have 
differentiated in price between differ- 
ent purchasers of commodities of like 
grade and quality sold for resale by 
allowing certain purchasers’ price dis- 
counts from retail or list prices more 
favorable than those granted to others, 
as follows: 

On total annual purchases of less 
than $200, a discount of 25 per cent. 

On total annual purchases of $200 
or more but less than $3,000, 33 1/3 
per cent. 

On total annual purchases of $3,000 
or more but less than $7,590, 33 1/3 
per cent plus 5 per cent. 

On total annual purchases of $7,500 
or more, 40 per cent. 

The discriminations allegedly result 
in substantial lessening of competition 
in the purchasers’ lines of commodi- 
ties and in destroying and preventing 
competition between customers who re- 
ceive and those who do not obtain the 
greater discounts. 


Novel Parade Introduces 
New Line of Cosmetics 


New Yorkers were 
treated to a very unusual sight when 
three handsome cabs carrying ten gla- 
morous young women rode up Fifth 








Avenue on Saturday, May 13. to intro- 
duce the new Garb-o Beauty Cosmetics. 
The women wore the latest in red and 
white millinery, red and white corsages, 
and carried hat box replicas of the 
cosmetic containers. 

The new line is the result of two 
years’ work, it is claimed, and is very 
reasonably priced. Offices of the new 
company are located at 11 West 42 St. 
and Jeanne deVries is president. 


General Foods to Modify 
Claims for Cleansing Agent 


General Foods Corp.. 
New York, distributor of a laundering 
product designated La France, has 
entered into a_ stipulation with the 
Federal Trade Commission to cease 
representing that La France contains 
or constitutes a cleansing agent supe- 
rior to or different from pure soap, 
and that if one uses La France, clothes 
will not require any rubbing or scrub- 
bing. 


Old Spice Line Gets 
$300,000 Ad Budget 


With its advertising 
schedule boosted from a single page in 
Vogue to a $300,000 appropriation in 
less than two years, Shulton, Inc., 
manufacturer of Early American Old 
Spice toiletries, launched a test drive in 
newspapers, beginning this month. One 
hundred papers in 80 cities will be 
used, with insertions scheduled twice 
weekly over a three-month period. The 
total expenditure of the test effort wil! 
be $60,000. 

The new campaign will feature Old 
Spice talcum powder. The early Ameri- 
can motif is expressed in the design 
and printing of the package as well as 
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Amid the hustle of New York's Saturday business rush on Fifth Ave. came three horse car- 
riages with ten lovely passengers to stop traffic and the appreciative eye. The parade, 
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sponsored by Garb-o Beauty, Inc., to introduce its new line, began at Washington Square 





in the scents. An early American fan, 
in miniature. is attached to the package 
and bears the printed story of coquetry, 
telling modern Colonial 
belles employed fans to enhance their 
feminine wiles. 


users how 


which Shulton 
devotes to the entire line of toiletries, 


The magazine list, 


includes Cosmopolitan, Esquire, Good 
Housekeeping, Harper's Bazaar, Life, 
Mademoiselle, McCall’s, The New 
Yorker, Home Companion 
and You. 

In the fall, the schedule will be ex- 
panded. 

In connection with 


Woman's 


Father’s Day, 
Shulton is conducting a display contest 
for dealers carrying its men’s products. 


Bristol and Lambelet Head 
Packaging Institute 


Packaging Institute 
Inc. has elected the following officers: 
President. William M. Bristol, Jr.; 
Vice-President, Carl H. Lambelet. Di- 
rectors: H. M. Bowman, H. F. Brounell, 
W. M. Bristol. Jr.. Kendall D. Doble, 
G. Prescott Fuller, Wallace D. Kimball, 
C. H. Lambelet. J. Y. Lund, Morehead 
Patterson. C. E. Schaeffer, George 
Webber. L. P. Weiner. Miss Helen 
Stratton, 342 Madison Ave., New York, 
N. Y.. is secretary-treasurer. 


Peppermint Oil Coming Into 
U. S. from Soviet Russia 


Peppermint oil im- 
Soviet Russia into the 
United States in the first quarter of 
1939 totalled almost 5000 Ibs. compared 
with 4500 Ibs. imported during the 
whole of 1938. No peppermint oil was 
imported prior to 1938. 


ported from 


Hygienic Tube & Container Corp. 
Erecting Another Large Plant 


The Hygienic Tube & 
Container Corp. has begun an extensive 
expansion program. Show rooms and 
offices have been taken in ‘Rockefeller 
Center, New York. N. Y., and ground 
was recently broken for a $600,000 
plant adjoining the present factory in 
Newark, N. J. Neocell, a new product 
added to the line, will be used, as well 
as Hycoloid and Clearsite, for the 
manufacture of containers. 

The company has announced the ap- 
pointment of the following officers: 
L. R. Random, chairman; Herman Ler- 
mer. vige-pres., treas. in charge of pro- 
duction ; Lermer, 
general sales manager; James Burns, 
vice-pres., 


Irving vice-pres., 
in charge of sales promo- 
tions; and Jacob Burns, secretary. 
established in 
1919; since then it has grown until it 
now sells its containers in fifty different 
industries. 


The company was 
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\ _ TELEPHONE BEEKMAN '- 3-3156-3162 
M e W e PARS () N ~ Caste Aporess PaRSONOILS, NEW YORK 
IMPORTS 59 BEEKMAN STREET 


PLYMOUTH ORGANIC LABORATORIES - INC: NEW YORK -N-Y-U-S-A- 


PLYMOUTH SUN SCREEN CONCENTRATES 


FOR OILS, CREAMS AND LOTIONS (ALCOHOL AND WATER SOLUBLE) 
& 


We are offering three concentrates, one for oils and creams, one for 
alcohol lotions and the third for water-soluble lotions. Each is effective. 
Finished products containing the required percentage have been subject 
to a spectrophotometric test by independent authorities and a chart show- 
ing the results, as well as formulae, will be furnished to responsible houses. 


Prices and percentages to be used are: 
For oils and creams . . 20%... 65c lb. 
For alcohol lotions . . . 20% . . $1.00 lb. 
For water-soluble lotions . 6!4°% . . $1.00 lb. 
Trial lots will be supplied at these prices. 


A complete line of Cosmetic Raw Materials 


VELIZAR BAGAROFF + OTTO of ROSE 


Velizar Bagaroff Otto of Rose is again available in all markets under his own label. 
This quality product is especially worthy of your consideration. 


— 
Toit Pte ah for the United States: W. J. BUSH & CO Inc New York 


Sole Agents for Canada: W. J. BUSH & CO. (Canada) Ltd. Montreal, Canada 


OIL LAVENDER ALTITUDE 


It costs more than inferior oils; — it's real Lavender. 


Selected from the finest producing regions, representing the highest 
SE lael acme | T-iha Amole om Th col daal hae 


= 
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W. J. BUSH & CO. 
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South Carolina Proposes to 
Tax Perfumes and Cosmetics 














A bill introduced in 
South Carolina, $314, imposes, among 
other taxes, a tax of 1l¢ for each 10¢ 
or fractional part thereof of the retail 
selling price of perfumes, toilet waters, 


























cosmetics, ete. 











Wisconsin Wants to Tax 
Toilet Preparations 


A bill, H827, intro- 
duced in Wisconsin, taxes drugs and 
































toilet preparations. 














Columbia College of Pharmacy 
Reaches Turning Point 




















The commencement 
exercises, May 25, of the class of 1939 
with the diploma of Graduate in Phar- 
macy for three years of study, marked 
a turning point in the history of the 
College of Pharmacy of the City of 
New York. 
ment to be held under the corporate 
name of the institution. Hereafter, as 
the only undergraduate degree to be 
awarded will be that of Bachelor of 
Science on the basis of four years’ 
work, all graduates will receive their 
degrees at the commencement exercises 
of Columbia University. 












































It was the last commence- 










































































The commencement for the class of 
1939 was the 109th in the history of 
the College of Pharmacy. 























Employees’ Day a Success 
at Merck & Co. Plant 


More than 4000 rela- 
tives and friends of employees of Merck 
& Co., Inc., visited the main plant, re- 
search laboratories, and offices at Rah- 


























































































































H. W. Johnstone 


George Merck 











way, N. J., May 20, on the occasion of 
a special event known as “Employees’ 
Day.” 


Invitations were issued previously to 



































people who had expressed a desire to 








visit the big chemical manufacturing 
plant, and only those holding guest 
cards were admitted within the wire 
enclosed area which contains the fac- 
tory, warehouse, 



































laboratory, 
packaging and shipping departments, 
and dozens of other buildings where 
nearly 3,000 Merck products are manu- 


control 
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factured, subdivided, packaged, and 
made ready for distribution throughout 
the United States. 

Visitors came from distant points in 
New York, New Jersey and Pennsyl- 
vania, as well as from nearby towns 
and cities. Due to special arrange- 
ments by the local police department. 
and carefully-planned routes through 
the grounds and buildings which had 
been worked out by the committee in 
charge, the vast crowd moved about on 
their tour of inspection in an orderly 
manner—lingering at various points of 
particular interest, asking questions of 
the attendants, observing research lab- 
oratory procedures, reading specially 
prepared explanatory signs, examining 
department exhibits arranged for the 
occasion, and showing a keen interest 
in everything from raw materials to 
finished products. as well as in the 
apparatus, equipment, and machinery 
of the laboratories, pilot plant, and 
factory. 

As the visitors arrived in the square 
in front of the administration building 
they were greeted by George W. Merck. 
president, and George W. 
cutive 


Perkins, exe- 
vice-president and _ treasurer; 
vice-presidents R. E. Gruber, H. W. 
Johnstone and Joseph Rosin; and by 
other officers and executives. Samples 
of several Merck household products 
were given to visitors and also copies 
of an illustrated brochure entitled 
“Pioneers in Fine Chemicals.” review- 
ing the history and development of the 
House of Merck—some of its accom- 
plishments and its goal. 

Arrangements for “Employees’ Day” 
were under the direction of H. W. 
Johnstone, vice-president in charge of 
plant operations. A special committee 
of 100 members of Merck & Co., Inc.. 
representing all departments, as well 
as the employees’ organization, the 
Merck Mutual Aid Association, and the 
Credit Union, worked for several weeks 
to perfect the plans for what turned 
out to be a perfect day. 


New Toiletry Ideas 
Shown at Leipzig Fair 


Despite the number 
of Sudeten and Viennese firms repre- 
sented at the 1939 Leipzig Spring Fair 
for the first time, the number of toiletry 
exhibitors totaling 138 were 3 less in 
number than the 1938 Spring Fair. 
Space occupied, however, was somewhat 
larger this year. 
well represented. 
containing two 


. 
cologne, 


Cosmetic lines were 
A novelty gift box 
bottles of “eau-de- 
one piece of soap and two 
small perfume flacons, for use in ladies’ 
handbags, and designed to be refilled 
from shop containers, is stated to have 
sold well to domestic dealers. 
A feature was a sprayer for oily per- 









fumes and other cosmetic preparations 
having synthetic rubber parts which, it 
was claimed, would not be affected by 
the oils and therefore superior to 
natural rubber for such purposes. 


Hollywood Make-Up Directors 
Explain Theories in New York 


Pere and Wally West- 
more, make-up directors at Warner and 
Paramount Hollywood studios respec- 
tively, held a press party at the Rain- 
bow Room during their recent visit to 
New York. 

Perc Westmore gave an address on 
“How to Star Your Looks” explaining 
the technique of make-up for screen 
stars and the average woman as well. 
Mel Archer, make-up expert who will 
represent the Westmores in New York 
and handle the House of Westmore 
products recently put on the market 
here, also participated. 

Perc Westmore evolved the theory of 
color filtration in cosmetics. Test films 
of the stars are enlarged 200 times on a 
screen and examined by Mr. Westmore 
who determines which colors flatter and 
which colors should be filtered out for 
a particular type of skin. The prin- 
ciple of color filtration has been applied 
in all Westmore cosmetics. 


Cosmetic Credit Men to 
Hold Outing June 27 


An outing has been planned by the 
members of the Drug, Cosmetic and 
Chemical Credit Men’s Association for 
June 27. The affair was arranged by a 
committee composed of E. W. Farrell, 
chairman, Edwin W. Kavanagh and 
Louis Candee and will be held at Great 
Neck, Long Island. The festivities will 
begin at the home of Nat Otte after 
which golf will be enjoyed on the 
Plandome links for those who care to 
play. Bridge and other forms of recre- 
ation will be available to those who do 
not play golf. 

The regular monthly meeting of the 
association, which is performing useful 
work for companies in the industries 
it serves, will be held June 15, after 
which meetings will be deferred until 
September. 


Permission to Distribute 
New Vitamin D Drug Granted 


The Federal Trade 
Commission has granted permission to 
the Abbott Laboratories, Parke, Davis 
& Co.,-£. R. Squibb & Sons and others 
who applied, to distribute “Delsterol” 
oil, a new vitamin D product. Delsterol, 
made under patent license from E. I. 
du Pont de Nemours & Co., is being 
distributed in 5 cc. glass vials, of 
10,000 U.S.P. XI units vitamin D per 
gram. It is made by the irradiation of 
cholesterol. It is derived from animal 
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GREATER SPEED 


EASIER OPERATION 


THE NEW 17A 


IMPROVED AUTOMATIC 
CLOSING 


TUBE FILLING, 
AND CRIMPING MACHINE 


The famous COLTON CLOSURE meets today’s 
demands for speed production with the following 
new improvements: 


(1) Motor underneath, out of the way. 

(2) REEVES drive for speed control. 

(3) New design filling head for smoother 
operation. 

(4) Start and stop push button switch. 

(5) Two handy levers. One for starting 
machine proper. One for stopping 
and starting filling machine. 


Moreover, all these advantages are yours at no in- 
crease in price! In three types: TYPE “A” for 


PASTE... TYPE “B” for POWDERS... TYPE 
“C” for LIQUIDS. 


Write today for sample tube and full details on the 
simpler, faster COLTON. 


ARTHUR COLTON Co. 


2606 JEFFERSON AVE. EAST 
DETROIT, MICHIGAN 


June. 1939 


WE ARE 


Ca quarters 


ue 


FOR THE FOLLOWING 


ESSENTIAL OILS 
AROMATIC CHEMICALS 
NATURAL FLOWER OILS 

SYNTHETIC FLOWER OILS 


MODERN AND DISTINCTIVE 
PERFUME BASICS 


DISTINCTIVE and CHARACTERISTK 
FLAVOR OILS 


PERFUMERS’ TINCTURES 
FIXATIVES (FOR PERFUMERS) 
RESINOIDS 
TERPENELESS ard 
EXTRA CONCENTRATED ESSENTIAL OILS 
FLORAL WATERS 

FRUIT ESTERS 


OLEO RESINS 
BALSAMS and GUMS 


Beautiful COLORS of proven merit 
Stuyvesant 9-2261-2 


Samples and prices gladly 


furnished on request. 


RUE 


121-123 East 24th St., New Y ork 











sources, instead of vegetable sources 
and, therefore, is said to be identical to 
that form of vitamin D formed in the 
human skin on exposure to sunlight or 
ultra-violet light. 


Costs Prior to Sales 
Must be Included in Price 


Manufacturers of cos- 
metics and toilet preparations subject 
to the excise tax in the 1932 Revenue 
Act may not exclude from the price for 
tax purposes such charges as transpor- 
tation, delivery, insurance, or installa- 
tion costs which occur before the com- 
pletion of the sale when such expenses 
are for the benefit or convenience of 
the manufacturer. 

This was the essence of a series of 
questions and answers disclosed to the 
public by Chief Counsel J. B. Wendel of 
the Bureau of Internal Revenue, inter- 
preting section 619 of the law. 

The Commissioner has the authority 
to exclude such charges when the 
amount to be excluded is established to 
the commissioner’s satisfaction. 

No inclusion or exclusion of any 
charges can be made until a sale is 
made because the taxes are based upon 
the price for which the articles are sold. 

“The evident purpose of section 619 
is to authorize the inclusion in the sell- 
ing price of certain charges so closely 
connected with the cost of manufacture 
or production of taxable articles as to 
constitute a part of the price for which 
they are sold, and to exclude from the 
selling price charges 
which, though they increase the cost to 


certain other 
the customer of securing the articles, 
yet form no integral part of their sell- 
ing price,” the ruling establishes. 


South African Plant 
of W. J. Bush & Co. 


{4 new building has 
been added to the Johannesburg Plant 
and Depot of W. J. Bush and Co., Ltd. 
This new building is required to enable 
the company to keep pace with the 
growing volume of business in the 


South African Dominion. W. J. Bush & 





Co’s. interests in South Africa are under 
the management of H. S. White, and 
under his direction 


marked progress 


continues to be made. The accom- 
panying illustrations show the depot 
recently completed, together with a 


corner in the manufacturing division. 


Shulton, Inc., to Open 
New Box Factory 


Shulton, Inc., New 
York, N. Y., will shortly begin box 
manufacturing and 
new quarters 


soap packing in 
amounting to approxi- 
mately 73,000 square feet in the Fac- 
tory Terminal, Hoboken, N. J. 


Demonstrators Violate Law Says 
F.T.C. to Bourjois and Hudnut 


The Federal Trade 
Commission has issued amended com- 
plaints charging New York organiza- 
tions selling cosmetics and toilet prep- 
arations with violations of the Federal 
Trade Commission and Robinson-Pat- 
man Acts in connection with furnishing 
the services of demonstrators of their 
products to merchant customers, and 
with violation of the Robinson-Patman 
Act through granting price discrimina- 
tions. 

Respondents are (1) Bourjois, Inc., 
Bourjois Sales Corp., Barbara Gould 
Sales Corp., Bourjois Sales Corp., of 
California, and Bourjois Sales Corp., of 
New Jersey, and (2) Richard Hudnut, 
a corporation, Hudnut Sales Co., Inc., 
and William R. Warner & Co., Inc., 
all of New York. 

Violation of the Federal Trade Com- 
mission Act is alleged because their 
demonstrators, while appearing to be 
employed by the respective merchants 
in their stores as disinterested sales- 
persons qualified to give impartial ad- 
vice and counsel regarding the use of 
various cosmetics, are in fact employed 
and placed therein by the cosmetic 
companies and are able to further the 
sale of their preparations. Their per- 
sonnel plan is alleged to deceive pur- 
chasers and to 


have a tendency to 


lend itself to misrepresentation of com- 














































To the left is a view of a corner in the manufacturing division of the new W. J. Bush & Co. plant 
in Johannesburg, South Africa. A full view of the entire structure is shown to the right 
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petitors’ commodities and substitution 
of their products therefore. 

Violation of the Robinson-Patman 
Act is alleged to occur through grant- 
ing to some customers the services of 
demonstrators when such services are 
not granted to other competing cus- 
tomers on proportionally equal terms. 

In violation of the same act the com- 
panies are alleged to differentiate in 
price between different purchasers of 
commodities of like grade and quality 
sold for resale by allowing certain pur- 
chasers varied price discounts more 
favorable than those granted to others. 
The Bourjois respondents are alleged 
to allow such discounts from retail list 
prices and the Hudnut group from 
their “per dozen” wholesale list prices. 

The amended complaints comprise 
the sixth and seventh of a group of 
amended complaints charging cosmetics 
and toilet goods companies with viola- 
tion of the two acts with regard to the 
employment of demonstrators. 


Felton Appoints Two New 
Representatives on Coast 


James M. Rothschild 
Co., 1020 Fourth Ave. So., Seattle, 
Wash., and Lang-Senders & Co., 121 
N.W. Fifth Ave., Portland, Ore., have 
been appointed as agents for the Felton 
Chemical Co. in their respective states. 


Claims of Princess Pat 
Attacked by F.T.C. 


Gordon-Gordon, Ltd., 
Chicago, Ill., cosmetics manufacturer, 
and its subsidiary distributing company, 
Princess Pat., Ltd., have been served 
by the F.T.C. with a complaint alleg- 
ing misleading representations. 

In selling their “Princess Pat” line 
of cosmetics the companies are alleged 
to represent, directly and by implica- 
tion (1) that competing face powders 
contain orris root and other irritative 
ingredients not to be found in “Prin- 
cess Pat Powder”; (2) that the almond 
in their powder is beneficial: (3) that 
use of this powder keeps the skin soft 
and pliant; (4) that the powder is 
non-allergic to all persons; (5) that 
their “Muscle Oil” penetrates beneath 
the surface and_ beneficially affects 
underlying facial muscles; and (6) 
that their “Skin Cleanser” will prevent 
coarse pores and skin eruptions. 


H.R.M. Gordon Now Represents 
Standard Specialty & Tube Co. 


H.R.M. Gordon, 331 
Madison Ave., New York, N. Y., has 
been appointed representative in the 
metropolitan district for the Standard 
Specialty & Tube Co., New Brighton, 
Pa. He will continue to handle sales 
Promotion for No-Kap Closures (U. S. 
A.) Ine. 
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To. MuutetTHarer Co. Ltp. 


NY ON (SS WIT 2ZERLAND J 


Mialawiguas 
b 


the new, water-soluble ANTI-SUNBURN product for 
CREAMS e¢- ShIN-OIL-EMULSIONS ¢ LOTIONS 


It promotes the formation of the natural pigment, 
MELANINE, and the tanning of the skin, at the same time 


protecting the skin from harmful burning. 


For detailed technical data and samples get in touch with 
or Our Representative for 
the Dominion of Canada Our representatives for the United States 
GERALD JOHNSON e 
J. M. SCHEAK & COMPANY () hy Pp a I c¢ 
110 CHURCH ST., TORONTO PoIS FrOaucts orp. 
215 PEARL STREET NEW YORK CITY, N. Y. 








IT IS IMPORTANT THAT 
YOUR OWN BRAND OF COSMETICS 


possesses Quality and package appeal 


our 33 Years of Manufacturing Experience assures 
you of the utmost in both of these respects 


Particular attention paid to making products and 


labels conform to requirements of the New Cosmetic Act 


ace types of CREAMS, LOTIONS, POWDERS, 


anno oTtHERCOSMETICS. price cist BY REQUEST 


THE K LIN KER MFG. COMPANY 


9200-9210 BUCKEYE ROAD , CLEVELAND, OHIO 


June, 1939 








BIMS of New York 
Hold First Golf Outing 


Prizewinners at the 


first golf outing of the BIMS were: 
C. A. Claus, J. B. Walker. 
Boland, L. J. 
ery. Harold Brodrick, Paul Scott, Peter 
L. Forsman, S. E. Umensetter, Frank 
W. Mahr, Joseph F. Kelly. Griswold 
T. Daggett, Harold M. Altshul. Ivon 
H. Budd, Dana Rhines, G. B. Perkins. 
August F. Kammer, Dudley Schwartz- 
man, Herbert Carnes, Burton T. Bush, 
and W. Van Alan Clark. 

The second outing was held June 13 
at the Pomonok Country Club. Flush- 
ing. L. I. 


Russell 


American Home Products Co. 
Acquires Clapp Baby Foods 


American Home 
Products Co. has purchased Harold H. 
Clapp. Inc.. manufacturers of 
food, from Johnson & 
latter 


baby 
Johnson. The 
acquired the 


company Clapp 


cencern in 1931. 


Harrison Refining Employees for 
15 Years Form Club; Get Medals 
C. P. Gulick. chair- 
man of the board of the National Oil 
Products Co. has announced the for- 
mation of a 15-year club May 15 for 
employes who with the 
15 years continuously. Each 
member received a gold medal and a 
week’s extra vacation with pay. In 5 
years he said the membership would be 
over 100. Meetings are held regularly. 
The announcement of the new club was 


have been 


concern 


teletyped to branch plants in Chicago. 
San Francisco and Cedartown, Ga 
Mr. Gulick, one of the founders of the 
company, has been with the organiza- 


tion 32 years. 


Medical Advice on Skin 
In Moscow Beauty Shops 


Cosmetics of all kinds 
are now sold in most department stores 
of Moscow, Russia. In the beauty par- 
lors women are encouraged to drop in 
for competent medical advice on skin 
treatment. Lipstick is more commonly 


used than rouge. 





Boston BIMS Begin 
Banging Ball June 22 


The BIMS of Boston 
will hold their “First Grand Party” on 
Thursday, June 22, at The Common- 
Club, Newton, Mass. 
The party will include a golf tourna 
ment and supper. 


wealth Country 


lhe committee is preparing to wel- 
come not only all of their own mem 
from ths 


bers. but members 


many 
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Zollinger, Stanley Sap- 


BIMS of New York and invited guests. 

The executive committee is composed 
of Robert C. Kelley, Frank Langlois 
and M. J. Pete Niles. The general 
committee consists of George E. Es- 
slinger, F. J. Hailer, Stephen W. Hig- 
gins. Peter Stengel. Ralph E. Stuart, 


M. J. Pete Niles and R. C. Kelley. 


Hawaii and Porto Rico Increase 
Demand for Soap and Cosmetics 


Hawaii and_ Porto 
Rico are important sales areas for soaps 
and toiletries and the demand in these 
markets is increasing steadily. In 1938 
manufacturers in the United States 
shipped soaps and toiletries to these 
two areas valued at $3.237.000. each 
taking half the total, compared with 
$2,332,000 in 1933. 


Magnus Gives First 
Aid to the Circus 

On the day of the 
opening of the Ringling Bros. show at 
Madison Square Garden, New York, 
N. Y., Magnus, Mabee & Reynard. Inc.. 
received a call for “something” to spray 
around the circus to counteract the un- 
pleasant animal odor. An hour later. 
5 lbs. of MM&R Bouquet Bluebell had 
been delivered and throughout the per- 
formance that evening. the perfume in 
through huge 
spray guns with highly satisfactory re- 
sults. 


solution was dispelled 


Nassour’s “Reason Why” Contest 
Unusually Successful 


The recent contest 


sponsored by Nassour’s, Inc., Los 
Angeles, Calif... to promote Nassour’s 
“42” Eucalyptus Oil Shampoo, pulled 
an unusually fine response. 

The awards for the best reasons why 
the shampoo is liked consisted of a 
total of $3000 in cash and merchandise 
prizes. The merchandise awards were 
flacons of Windsor House Orchid per- 
























Judges in the Nassour contest, shown here 
reviewing some of the entries, were (left to 
right), Hugo Scheibner, president of Hugo 
Scheibner, Advertising; Raymond Hill, com- 
mercial manager of Radio Station KEHE; 
Beryl Wallace, leading lady of Earl Car- 
roll's Hollywood show; Wesley Hauptman, 
vice president and sales manager of Nas- 
sour's'; and William Rubens of Earl Ferris 


tume, another Nassour product. Du- 
plicate awards were given to sales per- 
sons in the stores. That is, every entry 
from a customer was an automatic entry 
for the sales person who sold the “42” 
shampoo which had the contest details 
on the carton. 


Joseph Huisking to Join 
Fritzsche Brothers, Inc., July 1 


Joseph A. Huisking, 
associated for many years with the firm 
of Charles L. Huisking & Co., Ine.., 
will join Fritzsche Brothers, Inc., New 
York, N. Y., with- 
in the near future. 

His present con- 
nection with 
Charles L. Huis- 
king & Co., Ine., 
has been announc- 
ed as terminating 
on June 15; and 
after a brief vaca- 
tion, Mr. Huisking 
will assume his 

Joseph A. Huisking 2° duties with 
Fritzsche Bros, 

Inc., as of July 1, 1939. Mr. Huisking 
is 42 years of age and began his busi- 





ness career in 1912. after graduation 
from St. Augustine’s Academy, Brook- 
lyn, when he joined the firm founded 
by his brother, Charles. He 


his brother’s firm with the sincere good 


leaves 


wishes of all members. 


King Casket Mfg. Co. 
To Make Toiletries 

The King 
Mfg. Co., Newport News, Va., 
templating the manufacture of embalm- 
ing fluids, liquid 


Casket 
is con- 


deodorant 
spray and cosmetics for the trade. 


incense, 


A. Riélé of Allondon 
Visiting Trade in U. S. 

A. Riélé, director of 
Usine de lAllondon, S. A., La Plaine- 
Geneve, Switzerland. and of the Allon- 
den-Bayonne Co., Inc., New York, N. 
Y.. arrived June 10 on the Champlain. 
Mr. Riélé will call on the trade here 
together with the gentlemen of the 
Allondon-Bayonne Co., Ine. 







Synthetic Flavor and Perfume 
Materials Decline in U. S. 





The I 


mission ‘in its report on the production 


. 5S. Tariff Com- 


and sale of synthetic organic chemicals 
shows that in 1938 there were produced 
3.795.000 pounds of flavor and perfume 
materials valued at $3,618,000. This 
from the preceding 
year, the decrease in pounds being 12.9 
per cent. 


was a decrease 
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MODERN 
COSMETICS 


PRODUCED FOR YOU BY EXPERTS 


This product is one of the 


most satisfactory emulsifiers 


Our manufacturing laboratories are under 
the direct supervision of Dr. Nicholas Mar- 
cotoon, an outstanding chemist with many 
years of practical experience. Let us be your 
Factory. 


on the market. 


Economy in production is necessary. Our 
modern facilities enable us to materially cut 
down your production costs and assure you 


It is extremely simple to han- 
of highest quality products. Y P 


ASTRINGENTS CREAMS (all types) LOTIONS 
POWDERS (all types) COSMETICS CTc. » - 
dle and will give a cream 


Write for samples and full information. 


Marquise Dupond Corporation 
Laboratories: 226 Godwin Avenue, Paterson, N. J. 


NEW YORK OFFICE 
CHANIN BUILDING © NEW YORK, N. Y. 


with a pH number below 7. 


lf this product is of any inter- 


PERFUMER CHEMIST 
AVAILABLE 


Of unusual creative and executive ability, 
having produced the finest line of per- submit an adequate sample 
fumes and cosmetics abroad with out- 
standing success seeks position or would 
incorporate his own line with concern 


where opportunity for advancement and and formula for its use. 
development is given. 


est to you we will be glad to 


Address Box 2322 
The American Perfumer, 9 E. 38th St., N. Y. C. 


se ——~ || ARTHUR A. STILWELL & CO. in. 
VAN DYK & CO. |mporters - Exporters - Manufacturers 


In 
‘ile yi onan 1904 601 W. 26th St. NEW YORK 


auras OF RAW MATERIAL FOR 350 N. Clark St. CHICAGO 


Bsc al Wi COSMETICS 1+ FLAVORING “An Unimpaired Record 
Since 1878” 








dial Offices aaa Works 
7 wikineen at tant mt N. J, 


HI Wi 


Dur iby ine td Perfum- 
ry ind Coumetica’, vont free on! request, 


June, 1939 











Foragers’ Outing to be 
Held June 24 


The annual outing of 
the Foragers will take place Saturday, 
June 24, this year. 

Bert Georgi, president of the organi- 
zation, and his entertainment committee 
have arranged an excursion to Great 
Captain’s Island Portchester 
and Greenwich where the entire facil- 
ities of the Captain’s Island 
Club will be available to the Foragers 
for the day. 
swimming, 


between 
Great 


Races, a baseball game, 
boating, and shuffleboard 
are among the activities planned for the 
day. 

A special boat, the Miralda, has been 
chartered for the outing and it leaves 
the Hudson River pier at 41st St. at 


9.00 A. M. 


“B.O.” Trademark Up- 
held for Lever Bros. 


The Court of Customs 
and Patent Appeals has reversed the 
decision of the Commissioner of Pat- 
ents and maintained that Lever Bros. 
Co., Cambridge, Mass., manufacturers 
of Lifebuoy soap, has the right to op- 
pose the registration of a trademark 
similar to the letters “B. O.”, on which 
the company has spent some $10,000,- 
000 in advertising, if the product to be 
registered is in any way similar. 

The company opposed the application 
of Nobio Products, Inc., for the regis- 
tration of the “Nobio” for a 
deodorant. The mark was represented 
as the initials of the phrase “natural 
oils ban intimate odors.” 


word 


No Changes in 
Ermold Co. Management 


There will be no 
change in the policies or management 
of the Edward Ermold Co., manufac- 
turers of labeling equipment, despite 
the recent death of its president, Com- 
modore Watson A. Guthrie. At a meet- 
ing of the directors, it was decided to 
continue the business under the vice- 
presidents, W. Eugene 
Edward a Bischoff. 

Mrs. Edward T. Bischoff, daughter 
of Commodore Watson A. Guthrie, is 
now vested with the sole ownership of 
the company stock. 

The new vice-president and secretary, 
W. Eugene Blauvelt, has been con- 
nected with the company for over 25 
years and is well known in all the 
industries which the company serves. 


Blauvelt and 


Correction 


In publishing the in- 
formative and interesting article on 
“Northern India Essential Oils” by Dr. 
J. L. Sarin and M. L. Bari in the Feb- 


issue 


ruary 


unfortunately adequate 
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credit tor decorative 


supplying the 


photograph used in the article was not 
given to the American 
Hunter Studios, which supplied it. The 
authors did not supply the photograph 


concern, the 


as might have been supposed and of 
course were in no way responsible for it. 


TRADE JOTTINGS 


Parfums Schiaparelli adds a 
scented body rub, called Eau de Sante, 
It is 


recommended for use after swimming. 


pine 
to its line of Shocking products. 


tennis and other active and enervating 
sports. 

Jacob Co. has been organized in 
Bangor, Me., to do a beauty shop and 
barber supply business. Max Brownell, 
one of the organizers, will be in charge 
of manufacturing. 

Rose Laird adds a new greaseless 
deodorant to her Young Skin line. 


Antoine de Paris. Inc., brings the 
current North African interest, shown 
in Paris fashions, to America with a 


new make-up series. Sirocco—attuned 


to the henna, cinnamon and_ brown 
shades. The ensemble includes rouge, 


lipstick. eye shadow and powder. 


Prince Matchabelli has a new paste! 
make-up. including powder. rouge, and 
lipstick, called Candy Pink—for that 
“age of innocence” look. 


Richard Hudnut’s Success School is 
giving a special course on “Color in 
Regard to Skin Pigmentation” con- 
ducted by Mrs. Victor White. portrait 
painter, and Mrs. Elizabeth Wentworth. 
Pupils study out the perfect daytime 
and perfect evening colors suited to 
their individual color pigmentation. 


Parfums Charbert has scented a new 
bath with the exhilarating 
Grand Prix outdoor odor. It is packed 
in a modified drum covered with an 


powder 


all-over design of little lacquer boots. 


Pastel make-up for that fragile look 
is Roseblush, introduced by Doraldina 
Cosmetics, Inc. It is a pink that is 
claimed to be satisfactory to practically 
everyone. 


Astoria Products Co.. Birmingham, 
Ala., is now located in new quarters at 
510 N. 18th St. 


Jacquet has created make-up in “sky 
tones” for spring pastels. Sunrise pink 
is used in cheek and lip rouge and 
spring sky blue in the new eye shadow 
color. The colors can be worn with 


any skin tone by using the most suit- 





able of two new Jacquet face powder 
shades, both of which blend with “sky 
tones” make-up. 


Bourjois’ new Kobako purse flacon 
carries the character and design of the 
regular Kobako bottle, a copy of an 
ancient Chinese bottle. The new flacon 
is topped with a red bakelite cap and 
finished with a black and gold tassel. 


The new summer Polynesian shades 
have inspired another new Revlon nail 
polish shade, Amoa Red—a_ bright, 
bright red, as a change from the more 
muted tones prevalent at present. 


Elizabeth Arden presented the Col- 
lege Girl of Today and Tomorrow in 
a unique showing of modern fashions 
during a benefit program of the Ameri- 
can Assn. of University Women at 
Radio City’s Rainbow Room on April 
26th. Part of the proceedings included 
the welcome by Marion Dickerman. 
president of the New York branch of 
the association, and the addresses of 
Eva LeGallienne and Raymond Massey 
which were broadcasted. 


Yardley English Lavender perfume is 
now available in an “in-between” size 
in the familiar classic bottle but with 
a new attractive gift box. 


One of the first new hot weather 
cleansing creams on the market is the 
Dorothy Gray Hot Weather Cleansing 
Cream, a light, “whippy” type of 
cream which makes the skin feel cool. 
This firm’s Hot Weather 
which proved so popular last summer. 
will also make its appearance in the 
stores again. 


Cologne, 


The new “Beauty in the Making” kit 
offered by Helena Rubenstein contains 
the five preparations considered neces- 
sary for daily skin care and make-up. 
The kit is lizard grain fabric and snaps 
shut to form a pocketbook with handle. 
Individualized sets for dry, normal, or 
oily skins are available—all at a rea- 
sonably low price. 


Pinaud, Inc., announces a new sales 
drive on Set-Up, its new  pre-shaving 
lotion for electric shavers.  Trial-size 
bottles at 10c. will be offered together 
with a coupon good for 10c. on the 
purchase price of a regular size bottle. 
Pinaud will then reimburse the retailer 
10c. for each coupon. 


Frances Denney of Philadelphia has 
two new make-up shades: Red Camel- 
lia, for. sophistication and Bois de 
Rose for soft, feminine “pretty” cos- 
tumes. Both are offered in complete 
ensembles. 
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BARGAROFF FRERES’ 


io “a Ai is 


THE BEST KNOWN BRAND 


Proven dependable purity . . . 
unsurpassable quality. Distill- 
ed in Bulgaria’s chief rose dis- 


trict. 


NOW AVAILABLE 


Original packages of 8, 16, 32, 
50, and 100 ounces. 


BARGAROFF FRERES 


SOFIA, BULGARIA 


Established 188! 
New York: 277 Livingston St. 
Brooklyn, N. Y. 
Telephone: TRianglc 5-0383 


SO YOU WANT 70 KNOW 


WHERE | BUY MY RAW 
MATERIALS ? EVER SEE 


THAT AD CAPTIONED 
} 


lewt? 


aah 


THAT'S RIGHT... YOU'VE 
GUESSED IT-! BUY FROM 


June, 1939 
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ERTEL 
* 


UUCUMUCES 
* 


ANEW Semi-Automatic 
VACUUM BOTTLE FILLER 


Fills Small Bottles Faster, Easier, Cheaper. 


Here’s a newly-developed bottle filler for your per- 
fumes, nail polishes, and other liquids packed in small 
bottles—enabling you to increase profits by lowering 
production costs. 


The Semi-Automati<« Vacuum Bottle Filler fills 
small bottles faster, easier, and much 
cheaper, utilizing these 4 efficiency-plus 
advantages. 


1—12 spout manifold equipment. Allows operator to 
fill 12 bottles simultaneously. Foot pedal connects 
spouts and bottles. 

2—Flexible construction. Lever on top housing lowers 
and raises spouts to coincide with size of bottles. 

3—Automatically oiled pump. Fills bottles at rate of 
3 to 31/, gallons per minute, depending upon oper- 
ator’s speed. 

4—Small floor space requirement. Conveyor may be 
collapsed when machine is not in use. 


No chemical in the liquid used can damage the Semi- 
Automatic Vacuum Bottle Filler. Wherever liquid meets 
metal, the parts are made of stainless steel. 

Easy to clean and handle, the apparatus is amazingly 
inexpensive. Tests prove it's ideal for filling products 
for resale and sample use. Write today for details. 


ERTEL ENGINEERING CORP. 


Manufacturers and Designers of Liquid Handling Equipment 


DEPT. F + 120 E. 16th ST., NEW YORK, WN. Y. 















NEW YORK MARKET 
[DESPITE the absence of specula- 


tive interest in essential oils and 
aromatic chemicals, several interest- 
ing price movements were noted over 
the past month. Regular consumers 
continued to buy close to actual re- 
quirements. Among the essential oils 
displaying strength were European 
pennyroyal, thyme, brown camphor 
oil derivatives, Italian lemon, neroli, 
and eucalyptus. While only slight ad- 
vances were noted in amyl products 
over the past month, such a develop- 
ment was regarded as highly interest- 
ing since these articles had been 
declining for some time. 

Quotations on eucalyptol regis- 
tered a slight advance in keeping 
with the stronger position of the raw 
material. Benzyl compounds failed 
to show any change. Only benzyl 
benzoate was unsettled, and the re- 
cent reduction in this article is be- 
lieved to have checked competition 
effectively. 

Demand for cinnamic alcohol was 
not particularly There 
was a fairly even movement of quan- 
tities sufficient to keep the market in 
a steady position. 


impressive. 


Competitive con- 
ditions resulted in a further reduc- 
tion in methyl phenylacetate, but 
trade factors are of the opinion that 
the market is about at the bottom. 
Based on reports from manufac- 
turers, aromatic 
chemicals continued at a good level 


consumption — of 


month. Individual 
transactions were confined to small 
lots, but the total 
quite satisfactory. 


over the past 
movement was 


Conditions in a steadily increas- 
ing number of foreign markets han- 
dling essential oils and other raw 
materials from which perfumes, toilet 
preparations and other finished prod- 
ucts are made seem stronger today 
than they have been for some time 


ah) 
12 











past. The movement toward im- 
proved values is attributed to a num- 
ber of factors each of which has 
influenced the position of one or 
more products. 

attributed to 


more frequent  re- 


These factors are 
some extent by 
ordering by consumers—importers 
bringing forward larger quantities 
for stock or redistribution, and to 
some sources having been consider- 
ably disorganized by war conditions 
and threats of war. 

Houses here have in many cases 
been restricting imports because they 
had not been getting the support 
from the consuming trade they be- 
lieved they should have. In other 
cases war risk rates discouraged im- 
portations. In view of these condi- 
tions, stocks have been allowed to 
run down and the position has be- 
come further aggravated by a short- 
age of stocks at the source because 
of one cause or another. 


Thyme Oil Stocks Low 

While the war has been settled in 
Spain advices reaching here state 
that no thyme oil has been produced 
there for the past three years. Stocks 
are practically exhausted. New crop 
is being held for better prices. While 
it is hoped that more will be known 
about this year’s distillation later 
on, indications are that supplies will 
be limited for some time to come 
since there will be no carryover, and 
the shortage is world-wide. 

Heavy buying of West Indian lime 
oil by local forward 
shipment served to have a strength- 


dealers for 


ening influence on the general mar- 
ket especially in view of the reports 
concerning a poor crop in Mexico. 
Lack of rains in the cultivation area 
in Mexico have given concern with 
regard to future supplies and prices. 


Owing to drought and fires in 











outlook 
eucalyptus oil is regarded as very 
firm. 


Australia, the concerning 
received 
here from the source over the past 
few weeks 

good quality 


Advices have been 
indicating supplies of 
oil are already very 
restricted. 


Artificial Sassafras Available 


An occasional lot of camphor sas- 
safrassy is reaching this market de- 
spite reports to the effect that no 
supplies are available at the origin. 
Although no artificial sassafras is 
offered before January small quan- 
tities are available on the spot. Since 
reports from the source do not seem 
very reliable, the situation with re- 
gard to future supplies is still re- 
garded as highly uncertain. 


Geranium Steady 


A softer tone developed in Bour- 
bon geranium. The damage caused 
by a cyclone in the Islands some 
lime ago was not as severe as earlier 
Since 
plantations have increased in recent 


reports seemed to indicate. 


years, local dealers are of the opin- 
ion that sufficient oil will be avail- 
able for future consumption. 

Bois de rose and neroli have de- 
Stocks of 
good quality bois de rose have been 
depleted at primary markets and as 
a measure of precaution local houses 
are holding for better prices. Late 
advices from Grasse point out that 


veloped a firmer tone. 


considerable damage has been done 
to neroli flowers by severe hailstorms. 





COMING MEETINGS 


June 26-29—American Pharmaceutical 
Manufacturers’ Assn., Skytop, Pa. 
Aug. 20-26—American Pharmaceutical 
Assn., Hotel Biltmore, Atlanta. Ga. 
Sept. 11-15 
ciety, Boston, Mass. 


American Chemical So- 
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P.K. SHIPKOFF & CO. 


Kazanlik Bulgaria 
Sole Agents for United States and Canada: 


COMPAGNIE PARENTO, Inc., 507 Fifth Ave., New York 


(Branches in principal cities) 


TTO" ROS 


SHIPKOFF’S OTTO of ROSE @ 


e Own Distillation . . . is always uniform 


and of one quality only... the BEST 


Distributing depots: ® NEW YORK ® LONDON 
PARIS ° GRASSE e HAMBURG 


| ESTABLISHED 1840 
ZE61 GALVYOdYOONI 


«ype apes sim penetrates 
FY 


[APPLICATORS OF DISTINCTION | eens 


For a New 
Appeal eee 


BOUQUET 277 


In this bouquet our chemists 
have attained an exceptionally 
delicate and lasting fragrance 
which is certain to add fresh 
charm to your perfumes, creams 
or face powders. 


Samples... 


Since Bouquet 277 must be tried to be 
appreciated, let us send you gener- 
ous samples. Likewise quotations on 
your requirements. 


GLASS PRODUCTS COMPANY EG a 
VINELAND, NEW JERSEY 


June, 1939 73 





ESSENTIAL OILS 
per lb. 


Almond Bit., 
m % A, 
Sweet True 
Apricot Kernel 

Amber rectified 

Amyris balsamifera 

Angelica root 

Anise, U. S. P. 

Aspic (spike) Span. 
French 

Bay 

Bergamot 

Birch, sweet 

Birchtar, crude 

Birchtar, rectified 

Bois de Rose 

Cade, U. S. P. 

Cajeput 

Calamus 

Camphor "white" 

Cananga, Java native 
rectified 

Caraway 

Cardamon, Ceylon 

Cassia rectified, U. S. P. 

Cedar leaf 

Cedar wood 

Celery 

Chamomile (0z.) 

Cinnamon 

Citronella, Ceylon 
Java 

Cloves, 

Copaiba 

Coriander 

Croton 

Cubebs 

Cumin 

Dillseed 

Erigeron 

Eucalyptus 

Fennel, Sweet 

Geranium, Rose, Algerian 
Bourbon 
Turkish 

Ginger 

Guaiac (Wood) 

Hemlock 

Juniper Berries 

Juniper Wood 

Laurel 

Lavender, 

Lemon, 
Calif. 

Lemongrass 

Limes, distilled 
expressed 

Linaloe 

Lovage 

Marjoram 

Neroli, Bigarde, P. 
Petale, extra 

Olibanum 

Opopanax 

Orange, bitter 
sweet, W. Indian 
Italian 
Spanish 
Calif. exp. 

Orris root, con. 

Orris root, abs. 

Orris Liquid 

Pennyroyal Amer. 
French 

Peppermint, 
redistilled 


Zanzibar 


French 
Italian 


(oz.) 
(oz.) 


natural 
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$2.00@ $2.35 
2.10@ 2.45 
57@ 65 
30@ 35 
48@ 55 
3.00@ 3.25 
42.00@ 65.00 


1@ .80 
1.50@ 1.85 


1.15@ 1.30 
3.80@ 4.00 


55.00@ 70.00 
5.25@ 8.00 
115.00@130.00 
140.00@ 155.00 
5.00@ 5.25 
10.00@ 12.00 
1.85@ 2.35 
1.75@ 2.25 
2.75@ 3.50 
2.60@ 3.10 


5.00@ 5.50 
35.00@ 56.00 
18.00@ 25.00 
1.75@ 2.25 
1.95@ 2.75 
2.20@ 2.30 
2.40@ 2.60 


Petitgrain 

Pimento 

Pinus Sylvestris 
Pumillonis 

Rose, Bulgaria (oz.) 
Rosemary, French 


Spanish 
Sage 
Sage, Clary 


Sandalwood, East India 
Australia 
Sassafras, 
artificial 
Snake root 
Spearmint 
Thyme, red 
White 
Valerian 
Vetivert, 
Java 
Wintergreen 
Wormseed 
Ylang Ylang, Manila 
Bourbon 


natural 


Bourbon 





90@ 1.10 
2.25@ 5.00 


8.00@ 10.00 
4.60@ 6.50 
3.00@ 7.00 
3.35@ 8.00 
2.10@ 2.85 
18.00@ 24.00 
3.00@ 5.75 


TERPENELESS OILS 


Bay 
Bergamot 
Clove 
Coriander 
Geranium 
Grapefruit 
Sesquiter peneless 
Lavender 
Lemon 
Lime, ex. 
Orange, sweet 
bitter 
Petitgrain 
Rosemary 
Sage, Clary 
Vetivert, Java 
Ylang Ylang 


2.85@ 3.75 
9.00@ 14.00 
3.25@ 5.00 
40.00@ 

8.00@ 12.50 
50.00@ 64.00 
85.00@ 

8.00@ 16.00 
14.50@ 21.00 
44.00@ 60.00 
98.00@1 10.00 
90.00@! 15.00 
2.50@ 3.50 
2.50@ 4.00 
90.00@ 

35.00@ 

28.00@ 35.00 


DERIVATIVES AND CHEMICALS 


Acetaldehyde 50% 
Acetophenone 
Alcohol C 8 

C9 

Cc 10 

Cc il 

C 12 
Aldehyde C 8 

Cc 9 

Cc 10 

C iit 

C 12 

C 14 (so-called) 

C 16 (so-called) 
Amyl Acetate 
Amy! Butyrate 
Amyl Cinnamate 
Amy! Cinnamate Aldehyde 
Amyl Formate 
Amyl Phenyl Acetate 
Amyl Salicylate 
Amyl Valerate 
Anethol 
Anisic Aldehyde 
Benzophenone 
Benzyl Acetate 
Benzyl Alcohol 
Benzyl Benzoate 
Benzyl Butyrate 
Benzyl Cinnamate 
Benzyl Formate 
Benzyl |Iso-eugenol 
Benzylidenacetone 


2.00@ 

1.35@ 2.00 
16.00@ 20.00 
22.00@ 35.00 
9.50@ 12.00 
17.50@ 22.00 
8.00@ 18.00 
25.00@ 30.00 
40.00@ 65.00 
38.00@ 55.00 
27.00@ 40.00 
24.00@ 32.00 
13.00@ 

13.00@ 

75@ 1.00 
1.05@ 1.25 
4.50@ 5.80 
2.00@ 3.50 
1.60@ 1.90 
3.00@ 5.55 
50@ «75 
2.00@ 2.40 
1.10@ 1.45 
2.80@ 3.20 
90@ 1.30 
50@ 1.05 
.70@ 1.00 
75@ 1.50 
4.00@ 6.00 
4.25@ 6.80 
3.50@ 3.60 
10.25@ 12.30 
2.00@ 3.50 


‘ 


(Quotations on these pages are those made by local dealers, but are subject to revision without notice) 


Borneol 
Bornyl Acetate 
Bromstyrol 
Butyl Acetate 
Butyl Propionate 
Butyricaldehyde 
Cinnamic Acid 
Cinnamic Alcohol 
Cinnamic Aldehyde 
Cinnamyl Acetate 
Cinnamyl Butyrate 
Cinnamyl Formate 
Citral C. P. 
Citronellal 
Citronellol 
Citronellyl Acetate 
Coumarin 
Cuminic Aldehyde 
Diethylphthalate 
Dimethyl Anthranilate 
Ethyl Acetate 
Ethyl Anthranilate 
Ethyl Benzoate 
Ethyl Butyrate 
Ethyl Cinnamate 
Ethyl Formate 
Ethyl Propionate 
Ethyl Salicylate 
Ethyl Vanillin 
Eucalyptol 
Eugenol 
Geraniol, dom. 
Geranyl Acetate 
Geranyl Butyrate 
Geranyl Formate 
Heliotropin, dom. 
foreign 
Hydratopic Aldehyde 
Hydroxycitronellal 
Indol, C. P. (oz.) 
lso-borneol 
Iso-butyl Acetate 
Iso-butyl Benzoate 
Iso-butyl Salicylate 
lso-eugenol 
Iso-safrol 
Linalool 
Linalyl Acetate 90% 
Linaly! Anthranilate 
Linalyl Benzoate 
Linalyl Formate 
Menthol, Japan 
Synthetic 
Methyl Acetophenone 
Methyl Anthranilate 
Methyl Benzoate 
Methyl Cinnamate 
Methyl Eugenol 
Methyl Heptenone 
Methyl Heptine Carbonate 
Methyl Iso-eugenol 
Methyl Octine Carbonate 
Methyl Paracresol 
Methyl Phenylacetate 
Methyl Salicylate 
Musk Ambrette 
Ketone 
Xylene 
Nerolin (ethyl ester) 
Nonyl Acetate 
Octyl Acetate 
Paracresol Acetate 
Paracresol Methyl Ether 
Paracresol Phenyl-acetate 
Phenylacetaldehyde aes 
100% 
Phenylacetic acid 






PRICES IN THE NEW YORK MARKET 


1.75@ 2.00 
1.25@ 4.50 
3.75@ 4.25 
25@ 30 
2.00@ 

12.00@ 

3.75@ 4.50 
2.70@ 3.35 
85@ 1.25 
7.50@ 11.00 
12.00@ 14.00 
13.00@ 

1.75@ 2.80 
85@ 1.65 
1.60@ 2.00 


3.25@ 3.65 
3.40@ 3.80 
1.00@ 1.25 
1.35@ 1.80 
46.00@ 48.00 
35.00@ 40.00 
3.60@ 5.25 
2.50@ 3.50 
5.00@ 8.50 
2.10@ 4.00 
4.00@ 7.25 
2.00@ 3.75 


[Continued on page 76] 
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if you really want something to 
crow about ... use TEGIN as the 
emulsifier in your greaseless creams. 


Try TEGIN and you'll adopt it ... 


Th. Goldschmidt 


ee > 2 eae 


153 WAVERLY PLACE e NEW YORK 


Increase Your Profits with 


KELTON 
LIPSTICKS 


These lustrous, lasting lipsticks sell faster be- 
cause they're finer. They combine magnetic 
consumer-appeal with purse-popular price. 
Kelton's improved manufacturing methods 
produce all types of private brand lipsticks 
—in any texture desired and in over 100 dif- 
ferent shades. 

We conform at all times, to the existing legal 
regulations, whether your formula or our own 
is used. 


WRITE TODAY FOR DETAILS. 


Other Kelton profitmakers (also insured 
against product liability) include: rouge, eye 
shadow, mascara, powder, cream rouge. 


Kelton Cosmetic Co. 


43 WEST 27TH STREET * NEW YORK, N. Y. 


West Coast Representative: 
Herman Schlobohm Co., 819 Santee Street, Los Angeles, Calif. 


Makers of Private Brands Exclusively 
Our Only Trademark is the Quality of Our Service 





[Continued from page 74] 
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Phenylethyl Acetate 2.50@ 5.30 
Phenylethy! Alcohol 2.30@ 3.10 
Phenylethyl Anthranilatc 16.00@ 
Phenylethyl Butyrate 8.25@ 12.00 
Phenylethyl Propionate 5.50@ 7.00 
Phenyl Formate 12.50@ 18.00 
Phenyl Valerianate 16.00@ 
Phenylpropy! Acet. 8.00@ 11.00 
Phenylpropyl Alcohol 450@ 8.35 
Fhenylpropyl Aldehyde 5.50@ 10.50 
Rkodinol 5.75@ 15.00 
Safrol 53@ .60 
Santalyl Acetate 20.00@ 22.50 
Skatol C. P. (oz.) 5.25@ 8.50 
Styralyl Acetate 6.75@ 10.00 
Styralyl Alcohol 10.00@ 14.09 
Terpinyl Acetate 80@ 1.25 
Terpineal, C. P. .26@ 40 
Thymene 45@ 
Thymol 1.45@ 1.70 
Vanillin (clove oil) 2.200@ 2.35 
(guaiacol) 2.10@ 2.25 
Pure, crystal 2.10@ 2.25 
Vetivert Acetate 20.00@ 30.00 
Violet Ketone Alpha 5.00@ 10.00 
Beta 5.50@ 8.00 
Methyl 5.25@ 8.00 
Yara Yara (methyl ester) 1.50@ 1.75 
BEANS 
Tonka Beans, Surinam 1.15@ 1.30 
Angostura 2.40@ 2.65 
Vanilla Beans 
Mexican, whole 5.75@ 6.00 
Mexican, cut 5.35@ 5.50 
Bourbon, whole 5.75@ 6.00 
South America 5.25@ 5.40 
SUNDRIES AND DRUGS 
Acetone 04)4,@ .06'/, 
Almond meal 25@ = .27 
Ambergris, ounce 20.00@ 22.00 
Balsam, Copaiba 24@ ~ ~=.26 
Peru 66@ «73 





If you manufacture, advertise or 
sell cosmetics you will want a copy 


of this new, authoritative book 
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2. How Long Should the Line Be ? 
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4. Price Maintenance 
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9. The Drug Store 

10. Chains and Syndicate Stores 

11. The Beauty Shop 
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16. Mail Promotions 

17. The Theatre Promstion 
18. Cosmetics and Fashions 
19. Displays 
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Beeswax, white 38@ 4! 
yellow 19%@ .21', 
Bismuth sub-nitrate 1.33@ 1.35 


48.00@ 58.00 
125.00@ 140.00 


Borax, crystals, carlot, ton 
Boric Acid, ton 


Calamine 16@ ~~ .20 
Calcium, phosphate 08@ .0834 
Phosphate, tri-basic 10@ 12 
Camphor 48'2@ 54 
Castoreum 15.00@ 20.00 
Cetyl Alcohol 75@ 1.50 
Pure . L75@ 2.15 
Chalk, precip. 03',@ .06!/, 
Cherry laurel water, din. 4.75@ 5.25 
Citric Acid 21@ .21',» 
Civet ounce 5.00@ 6.50 
Clay, Colloidal 07@ 15 
Cocoa butter lump A5S@ = .25 
Cyclohexanol (Hexalin) 30@ 
Fullers' Earth, ton 15.00@ 33.00 
Glycerine, C. P. drms. 1I2A@ 15%, 
Gum Arabic, white 23@ ~~ 25 
Amber 10@ .10!/ 
Gum Benzoin, Siam 1.00@ 1.25 
Sumatra A8@ = .22 
Gum galbanum 20@ 1.05 
Gum myrrh 40@ 45 
Henna powd. AI@ 14 
Kaolin 03@ «05 
Labdanum 3.25@ 5.00 
Lanolin, hydrous 17@ 20 
anhydrous 20@ 24 
Magnesium, Carbonate 063%4@ .07'/, 
Stearate 19@ ~~ .25 
Musk, ounce 19.50@ 28.00 
Olibanum, tears 16@ _ =.28 
siftings 07@ «09 
Orange flower water, gal. 1.50@ 
Orris root, powd. A1@ 16 
Paraffin 03%@ «05 
Petrolatum, white 06'4@ .08'/, 
Quince seed 70@_ =-.90 
Rice starch 08@ .09!/, 
Rose leaves, red 2.15@ 2.25 


Rose water, djn. 

Rosin, M. bbls. 

Salicylic acid 

Saponin 

Soap, neutral white 

Sodium, Carb. 
58%, light, 1CO pounds 
Hydroxide, 76% solid, 100 
pounds 

Silicate, 40°, 
100 pounds 

Spermaceti 

Styrax 

Tartaric acid 

Tintanium oxide 

Tragacanth, No. | 

Triethanolamine 

Violet flowers 

Zine ovide, U. S. P. bbls. 

Peroxide 

Stearate 


drums, works, 


OILS AND FATS 


Tallow, N. Y. C. extra 

Grease, white 

Lard 

Cocoanut Oil, tanks 

Corn Oil, distilled, bbls. 

Red Oil, distilled, tanks 
White drums 

Stearic acid 
Triple pressed 
Saponified 

Castor No. |, tanks 

Cocoanut, Manila Grade, 
tanks 

Corn, 
tank 

Cotton, crude, Southeast 
tanks 

Lard, common No. | bbls. 

Palm, Niger, casks 

Palm, kernel, bulk, ship 

Peanut, Refined, barrels 

Tallow, acidless, barrels 


crude, Midwest mill, 







4.15@ 5.00 
6.55@ 
35@ 40 
1.70@ 1.75 
19@  .23 
1.35@ 2.35 
2.60@ 3.75 
80@ 1.20 
2@ 25 
48@ 2.00 
. .273%4@ .28%, 
17%@  .20 
2.25@ 2.75 
342@ 42 
105@ 1.15 
0WA@ «15 
1.10@ 1.75 
21@ ~~ .28 
05%%@ 
.05'3@ .05!/2 
.06354@ .09 
07%,@ 
083%4@ .09 
06'@ .07'/2 
10%4@ .11/, 
13Y4@ 14%, 
I3'2@ .14' 
08@ .09 
07%,@ 
06@ .06!/, 
05',@ 
08%, 
03%4@ .03% 
.0340 Nom'l 
08%%@ .09 
.08',@ 


Marketing Cosmetics 


By S. L. MAYHAM, (formerly editor, The American Perfumer) 
$2.55 POSTPAID 


It gives a complete picture of the cosmetic market and how 
to operate in it profitably. Treats of all factors that enter the 


problem of cosmetic marketing—discusses their good and 


bad aspects under current conditions—shows how they are 


being handled successfully. Based on practice, not theory. 


Order your copy today! 


“This book will be read and referred to by every one connected with 


cosmetics 


ROBBINS PUBLICATIONS 
§ EAST 58th 





and their sales’—MANUFACTURING 


BOOk 


STREET, NEW YORK, N. 


The American 


PERFUMER (London) 


SERVICE 
Y. 






Perfumer 







Jose ph I  Stummer, B.Se., Ph. D. 


MANUFACTURING AND 
CONSULTING CHEMIST 


PERSONAL INSTRUCTION 
GIVEN TO BUSY EXECUTIVES IN 
THE MANUFACTURING PROCESSES 
OF THE PRINCIPAL PRODUCTS 
IN THE TOILET GOODS INDUSTRY 


CONFIDENTIAL, NO CLASSES 


BY APPOINTMENT ONLY 


23 East 20th Street, New York City 


Phone: ALgonquin 4-9895 


Chemist, factory manager. 
perfumer, owner 


ANYONE INTERESTED IN COSMETICS WILL 
FIND THIS BOOK A VALUABLE HELP. 


| O 
VWoclorn ( osrnelics 


By Francis Chilson ... $6.05 postpaid 


This edition is virtually a new book—with considerable new 
material. Modern manufacturing processes described with- 
out unnecessary detail. Uses of new materials indicated. 
Many formulas given for all types of cosmetics except 
hair dyes. 


64 chapters arranged under the following 16 sections: The 
Skin; Cosmetic Classification; Formulation, Production 
and Packaging of Cosmetic Powders; Creams and Pastes; 
Liquids; Make-Up Preparations; Manicure Preparations; 
Deodorants; Depilatories; Suntan Preparations; Eye Prepa- 
rations; Miscellaneous Hair Preparations; Bath Prepara- 
tions; Miscellaneous Cosmetics; Production and Equipment 


Data; Tables. 


Over 70 cosmetic products described, with formulas and 
manufacturing discussions. Clearly and simply written. 
564 pages . . . $6.05 postpaid. 


Order your copy today from ROBBINS PUBLICATIONS 
BOOK SERVICE, 9 E. 38th St., New York City. 
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ESSENTIAL OILS <0 


QUESTION... 


What product can be used to give 
that real Vanilla Bean-like Aroma ond 
Taste to an Imitation Vanilla Extract? 


ANo WER 


VANEX is the product which was de- 
veloped for the sole purpose of in- 
stilling the Vanilla Bean-like Flavor 
and Aroma in imitation extracts. The 
use of '/s oz. of VANEX adds only 2¢ 
to the cost of a gallon of imitation 
extract but the RESULTS obtained cre 
ASTOUNDING. 


Write for samples. 


1 ULNA 


HINO: UULA VANS 


TTT Ss: Sse 


ESSENCES For QUALITY 
EAU DE COLOGNE 


If you haven't received our complete price 


list, send for one. ’ ” . . . 


Let us prove we have the FLORAL ODOR 


you are looking for. " ¥ ” * , 


GUY M. VERLEY & CO. 


2704 PRATT BLVD. CHICAGO, ILL. 





Ler] 6) agp RaeS ern] 222 


ATO HN/HORT 


4 DML STIL a hf 
sirten i cedenenee JOHN HORN, Labels, i2i%or" 45 


ENGRAVED — booklet of labels sent to RESPONSIBLE MANUFACTURERS) 
.DIE STAMPING FOR BOXMAKERS. 


Address 
City 


CLASSIFIED ADVERTISEMENTS 


The rates for advertisements in this section are as follows: 
Business Opportunities, $1.00 per line per insertion; Situ- 
ations Wanted and Help Wanted, 50c per line per insertion. 

Please send check with copy. Address all communications to Warehouse and quidation 


THE AMERICAN PERFUMER, 9 East 38th St., New York — Tex. Dye Wk: 
335 Doremus Ave. River Road 
Newark, N. J. Fairlawn, N. J. 


YOU'RE INVITED 


To visit our convenient neighboring offices 
on your way to the New York World’s Fair. 


SELECTED SPECIALS 


. en 8—Tablet Machines; 2—Colton 2B, 2”; 1—Stokes “‘O"', %”; !—Mulford, 
SITUATION WANTED 2”: 2—Colton No. 2 Rotary, %”: i—Stokes Rotary’ D, 1”; 1—Stokes 
Eureka hand, '2”. 
i—Pneumatic Scale Automatic Screw Capper; 4 Kramer, semi-automatic. 
5—Gravity and Vacuum Bottle Fillers, 2 to 6 spouts. 


i—Pneumatic Scale Packaging Unit, carton feeder, top and bottom sealer, 
2—stage weigher, Wax liner unit. 

i—Sameo Jr. 6 spout Vacuum straight line filler. 

i—Stokes & Smith MG Powder Filler and Weigher. 

i—Miller ‘‘Economatic’’ Wrapping Machine. 

2—World Rotary Automatic Labelers. 

1—World Automatic straight line Duplex Labeler. 

8—World, Ermold and National semi-auto, motor driven Labelers. 

22—Dry Powder Sifters and Mixers, lab. size to 4000 Ib. 

2—Karl Kiefer Visco Piston type Jar Fillers. 

i—Urie Universal Tube or Jar Filler, motor driven. 

5—Pony Mixers, Day and Ross makes, 8, 15, and 40 gal. 

2—200 gal. Glass Lined Jacketed Kettles; 2—250 gal. Agitated; 4—350 gal. 
jacketed; 3—300 gal. jacketed, agitated. 


MISCELLANEOUS—Large selection of: Glass Lined Storage Tanks, Drug 
Mills, Pulverizers, Pill Mas Mixers, Sifters, Colloid Mills, Filter Presses, Coat- 
ing Pans, Tanks, Portable Agitators, Pumps, Boilers, Kettles, Grinders, Oint- 
ment Mills, Screens, Filters, Stills, ete. SEND FOR COMPLETE BULLETIN. 


CONSULTANT AVAILABLE 
FOR BASIC RESEARCH IN COSMETICS 
College professor, Ph.D. Medical Sciences. Former chemist and con- 


sultant leading cosmetic manufacturers. Address Box 2320, The 
American Perfumer. 


What have you for sale? Send us a list. 


We Buy and Sell from a Single Item to a Complete Plant. 


Consolidated Products Company, 
14-15 Park Row LF} New York, N. Y. 


Warehouse and Shops: 335 Doremus Avenue, Newark, N. J. 


want to register a TRADE MARK 


write The AMERICAN PERFUMER, 9 E. 38th ST., N. Y. 


This book may save you THOUSANDS OF DOLLARS tomorrow! 


COSMETOLOGY JURISPRUDENCE 


By Romeyn Sammons, Member of New York and California Bars 


A book designed for the practical needs of 
every man or woman engaged in the cos- 
metology profession. An authoritative, con- 
cise, understandable work containing vital 
facts and data on the law as it effects the 
relationship between beauty shop owner, 
operator and customer. Points out the pit- 
falls to legal disaster that those in the 
beauty culture industry may, by forethought 


and core, avoid them. 


Every type of injury and accident is dis- 
cussed in the cases presented—injuries from 
permanent waves, hair curling, burns, 
scalds, hair dyes, bleaching, facial treat- 
ment, manicures, hair cutting, explosion of 
machinery, defective machinery, smoking, 
falling, breaking of furniture, etc. 


Explains why rates charged by leading in- 
surance companies are relatively high for 
the cosmetology industry—and what you 
can do about it. Also contains the new 


Fecdera! Cosmetic Law in full for convenient 
reference. 


An investment of $5.00 today may save you 
thousands of dollars tomorrow! Know first, 
the preventive measures. Know second, the 
legal defenses necessary for your protection 
in case of court action. 


Only $5.10 postpaid—order your copy to- 
day from 

Robbins Publications Book Service, 9 East 
38th St., New York, N. Y. 


The American Perfumer 
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—— 
Lol al your Package! 


Does it attract attention? ® Does it show outside 
how good your product is inside? ® Does it 
win sales by influencing customers? ® Does it 
have vitality? ©@ If the answer is NO, get in 
touch with us now ... before the new law goes 
into effect. 


No charge for consultation. 


P.M. BROWN 


Designer of Distinctive, Quality-implying, Sales Producing 
Containers. 


c 






rc? 
C oNsoLIDATED 
Established 1858 FRUIT JAR CO. 





395ClintonAve..Brooklyn,N. Y.MAin2-4762 


SHEET METAL GOODS : CORK TOPS : SPRINKLER TOPS DOSE CAPS 
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SELECTED 


THE COSMETIC FORMULARY. VOL. I. By H. 
Bennett. ‘The latest, most comprehensive compilation of 
practical commercial and experimental cosmetic manufac- 
ture. No theory. For the chemist, manufacturer, stu- 
dent, experimenter. Hundreds of valuable formulae. 
Working methods and equipment thoroughly covered. 
Sources of raw materials, giving trade names and rarer 
products . . . . $3.80 postpaid 

PERFUMES, COSMETICS & SOAPS. By William H. 
Poucher.. This standard, authoritative work available in 
three volumes: 


VOL. 1 (4th edition). A dictionary of perfumes 
and cosmetic raw materials . . . . $8.05 postpaid 

VOL. 2 (Sth edition). Devoted exclusively to Per- 
fumes and Perfumery. Manufacture, formulae, etc. 


VOL. 3 (5th edition). Covers actual manufacture 

of Cosmetics and Soaps. Explicit directions. Numer- 

ous formulae . . . . $7.05 postpaid 
HAIR-DYES & HAIR-DYEING. By H. Stanley Red- 
grove & J. Bari-Woollss. New, completely revised edi- 
tion of this standard work. The most complete treatise 
on the subject yet written in any language. A new chap- 
ter deals with hair brightening shampoos and rinses, hair 
tints, etc. New chapters on technique of eyebrow and 
eyelash dyeing and shampoo-dyeing . . . . $5.10 postpaid. 
CONDENSED CHEMICAL DICTIONARY. 2ND EDI- 
TION. Compiled and edited by Staff of the Chemical! 
Engineering Catalog. 551 pages. Thumb index. A 
shortcut to specific information concerning 12,000 chemi- 
cals and raw materials. Designed for the practical use of 
all who are required to know the properties and industrial 
uses of chemical products . . . . $10.00 postpaid 


PRINCIPLES OF PROFESSIONAL BEAUTY CUL- 
TURE. By Herman Goodman. The underlying prin- 
ciples of cosmetic art and science in one convenient vol- 
ume... . $4.05 postpaid 

MODERN SOAP MAKING. By E. G. Thomssen & 
C. R. Kemp. § First entirely original American book on 
soap manufacture in over 20 years. Covers every phase. 
Raw materials. Machinery and equipment. Soap mak- 
ing methods. Soap products. Glycerine recovery and re- 
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BOOK 


For the best books on the perfume and allied industries consult us @ Postage on foreign orders is extra 


PUBLICATIONS 


9 EAST 38th ST., NEW YORK, N. Y. 










LIST 


fining. Recovery methods. Reference tables. 550 pages 
. $7.60 postpaid 
COSMETIC DERMATOLOGY. By Herman Good- 
man. 54 chapters covering the field from acne to vita- 
mins and hormones .. . . $6.55 postpaid 
FLAVORS AND ESSENCES. By M. H. Gazan. A 
new-type formula book. Many formulas which have never 
been published before. Each carefully tested—each may 
be used freely by purchaser of the book. Except for a few, 
no equipment required. All raw materials available in the 
open market. Fruit flavors and essences for confectionery, 
syrups, mineral waters, ice creams, custard powders, etc. ; 
fruit ethers for boiled goods and sweets; wine flavors for 
distillers, confectioners, etc.; oil compounds, herbal ex- 
tracts .... $10.00 postpaid 
TREATMENT OF COMMON SKIN DISEASES. By 
Herman Goodman. Basic instructions in the anatomy 
and physiology of the skin, hair and nails (and their con- 
dition in health and disease). Formulae from shampoo to 
lotion, from diet to prescription. 350 pages. 72 illustra- 
tions. 300 tested formulae... . $5.05 postpaid. 


MODERN COSMETICS. By Francis Chilson. \lod- 
ern manufacturing processes described without unnecessary 
detail. Uses of new materials indicated. Many formulas 
given for all types of cosmetics except hair dyes. Over 70 
cosmetic products described, with formulas and manufac- 
turing discussions. A valuable help to chemist, factory 
manager, perfumer. 564 pages... . $6.05 postpaid 
MARKETING COSMETICS. By S. L. Mayham. 
Gives a complete picture of the cosmetic market and how 
to operate in it profitably. Treats of all factors that enter 
the problem of cosmetic marketing . . . . $2.55 postpaid 
PREPARATION OF PERFUMES & COSMETICS. By 
Durvelle. 419 pages... . $10.00 postpaid 


THE CHEMISTRY OF PETROLEUM DERIVATIVES. 
VOL. Il. By Carleton Ellis. ls supplemental to the 
first volume published in 1934. This new work contains 
54 chapters, 5000 references, 350 illustrations. Maison 
de Navarre ‘recommends this massive text and reference 
to all who call themselves chemists in the toilet goods in- 
dustry. Manifold uses will be found for the data and 
1464 pages . . $20.00 postpaid. 


suggestions.” 
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“ CHARABOT {ET CLE 


PARIS 


Resinaromes 
—by CHARABOT 


Perfumers and cosmeticians, throughout 
the world, always look to Charabot to pro- 
vide the best. Quite naturally therefore, the 
very peak in quality had to be reached 
before Resinaromes were admitted to the 
Charabot line. 

Raw materials of prime selection, expert 
Charabot processing based on years of 
experience in satisfying a discriminating 
clientele—all these things make up Char- 


abot Resinaromes. 


Secure that satisfaction which is always 
present when you handle the better things 
—use these highly concentrated Charabot 


Resinaromes. 


A few favorites: 
Benzoin Labdanum Oak Moss 


Opoponax Orris Styrax 


Samples and full information from: 


GRASSE 


UNGERER & C' 


13-15 WEST 20th STREET, NEW ¥ 


PHILADELPHIA CHICAGO BOSTON 


SAN FRANCISCO 


LOS ANGELES 


< 


ST.1@ 
TORONTO 





AUTOCHROME 
CAPS 


UNQUESTIONABLY THE FINEST CAP 
AUTOMATIC EQUIPMENT EVER PRODUCED 


AND ADVANCED METHODS 
OF MANUFACTURE 


TN ae 
Scdcamadbosttee a 
AEP-ARK 


BOSTON, MASS. 


KEP-ARK EXCLUSIVE CANADIAN REPRESENTATIVES — COLLAPSIBLE TUBES AND CONTAINERS, LTD., TORONTO, CAN. 








